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HE Van Court Company - - which is the largest property management 
agency in Memphis - - has just equipped the exclusive Greenstone Apart- 
ments with HUNTER’S new ZEPHAIR ventilating system. 


This installation is considered the forerunner of many others by owners and 


operators who have visited the Greenstone and talked with the tenants. 


HUNTER maintains a staff of engineering experts who are available to hotel 
g I 


and apartment house owners who wish to analyze their ventilating problems. 
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TO CHANGE CIRCUIT 
CAPACITIES .... 


If changes in branch circuit capacities are required, 
any @ AC Circuit Breaker can be interchanged by 
removing only two screws, and inserting a breaker 
of the desired capacity ... This saves time, avoids 
annoying delays 





Contractors are Showing a Big Preference 
for this New (A AC Circuit Breaker Type 


SERVICE EQUIPMENT AND LOAD CENTERS 


Here’s the popular equipment that’s going over big with home 
owners ... It’s easy to sell —easy to install — and has many 


features of strong appeal: 


Positive, automatic protection against short circuits and sus- 
No needless circuit interruptions when momen- 
tary overloads occur ... No more “‘groping in the dark’”’ to restore 
Merely return the handle to the ‘‘ON”’ position, after 
. Operates man- 


tained overloads... 


service... 
the cause of the short circuit has been removed. . 
ually, like an ordinary tumbler switch . . . Unusually attractive 
appearance... Fits on the job — easy to install... 


space ... Priced right! 


Ample wiring 


For 120 volt AC service... Capacities: 15, 20, 25, 35 and 50 Amp. 
. Approved by Underwriters’ Laboratories . . . Send for New Bul- 
letin No. 58... Frank Adam Electric Company, St. Louis, Mo. 
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Dealer Problems and 


Trends Disclosed in 


Merchandising Survey 


HE difficulty of meeting price 

competition of unscrupulous 
dealers who use “long trade-ins” 
as a means of discounting stand- 
ard list prices; of building a com- 
petent speciaJty sales organization 
in the face of continually reduced 
list prices and margins; of main- 
taining satisfactory volume with 
an ever increasing number of re- 
tail outlets: these are a few of the 
serious problems facing the elec- 
trical merchandising trade, ac- 
cording to a survey just complet- 
ed by ELECTRICAL SOUTH. 

The results of this survey, dis- 
cussed in following paragraphs, 
are based on replies received 
to comprehensive questionnaires 
mailed out to 700 appliance deal- 
ers throughout the sixteen south- 
ern and southwestern states from 
Maryland to Texas. 

The questionnaire was mailed to 
dealers selected at random from 
the ELECTRICAL SOUTH subscrip- 
tion list. In preparing these lists, 
an effort was made to keep the 
number mailed in each state some- 
what proportional to the number 
of retail outlets in that state. 
Also, the list was selected with 
the idea of keeping various groups 
represented proportionately such 
as independent exclusive appli- 
ance dealers, combination electri- 
cal contractor-dealers, and outlets 
combined with other types of bus- 
iness such as hardware, furniture, 
and department stores. 

Despite the observance of these 
proportionality factors in the dis- 
tribution of the questionnaires, a 


study of the replies indicates that 
the larger dealers have replied in 
greater number than the smaller 
dealers. This was to be expected 
to some extent, of course, in a 
survey based on voluntary replies, 
and due weight should be given to 
this fact in considering the aver- 
age figures developed from the 
replies. In effect, such averages 
represent a cross section of the 
more substantial dealers rather 
than an average for the industry 
as a whole such as would be ob- 
tained from a complete census or 
a scientific sampling. 

The average appliance sales vol- 
ume reported for the year 1938 
was $53,400. An average of the 
anticipated volume for 1939 for 
all dealers replying was $59,200 
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representing an increase in sales 
over 1938 of about 11%. How- 
ever, in separating replies in 
which an increase in volume was 
anticipated for 1939 over 1938, it 
was found that 88% of the dealers 
replying expected increases in ap- 
pliance sales volume for 1939 over 
1938 averaging 24.8%. Twelve 
per cent of the dealers replying 
expected a reduction in volume for 
1939 over 1938, the average for 
this group being a decrease in 
volume of 29%. 

The average 1938 margin in per 
cent of total sales» reported by 
dealers was 34.0%. Overhead re- 
ported in per cent of total sales 
volume for the same year amount- 
ed to 28.5%. These average fig- 
ures would leave an apparent 
spread of 5.5% between overhead 
and gross margin. Accepted at 
its face value, this spread between 
total overhead and gross margin 
would appear to be satisfactory, 
especially in view of the fact that 
total sales volume was relatively 
low in 1938. However, it would 
appear that these figures do not 
reflect losses sustained by the 
dealer in connection with the re- 
sale of merchandise accepted in 
trade. This would bear out the 
comment of many dealers, who 
replied most vehemently, in an- 
swering a later question as to 
whether or not present appliance 
margins are satisfactory, that 
present margins would be satis- 
factory only if list prices could be 
maintained and trade-ins held 
down to actual value of merchan- 











dise accepted in trade. 

The average appliance stock car- 
ried by reporting dealers was $6,- 
400. With an average total sales 
volume of $53,400, it would ap- 
pear that the average appliance 
stock is turned over approximate- 
ly 5.5 times per year. (Stock turn 
is figured on cost of merchandise, 
rather than selling price). 


Many Exclusive Dealers 


Replies to the questionnaire 
would indicate that there are still 
an appreciable number of exclus- 
ive retail appliance firms in ex- 
istence in spite of the tendency to 
combine this type of outlet with 
other forms of retail business. 
Approximately 44% of the dealers 
replying operated exclusive appli- 
ance sales firms. The remaining 
56% were outlets combined with 
hardware, furniture, department 
stores, electrical contracting, and 
other types of business. The total 
volume of electrical appliance 
sales in per cent of total business 
volume of those firms operating 
other types of business amounted 
to an average of 40%, although 


individual replies ranged from 
10% to 75%. 
Of particular interest in this 


survey were the reports of dealers 
on the types of appliances sold. 
It would appear that a larger num- 
ber of dealers are directing their 
efforts toward the sale of com- 
plete lines of household appli- 
ances rather than specializing in 
one or two particular appliances. 
In the following tabulation is giv- 
en a list of the more popular ap- 
pliances and the percentage of re- 
plies indicating that these appli- 








ances are being stocked and sold: 


Ranges 96 % 
Refrigerators 94% 
Washing Machines 94% 
Radios 88% 
Vacuum Cleaners 82% 
Small Appliances 78% 
Water Heaters 12% 
Ironir.g Machines 12% 
Lamps 64% 
Dish Washers 56 % 
Attic Fans 50 % 
Water Systems 34% 
Air Conditioners 30 % 
Oil Burners 26% 
Stokers 12% 


It is especially interesting to 
note that 94% of the dealers re- 
plying handle washing machines, 
in spite of the widespread belief 
that this appliance does not have 
the sales possibilities in the South 
that it enjoys in other regions. A 
survey in one large southern city 
indicates that washing and ironing 
machines of twenty-three manu- 
facturers are represented in that 
one city alone, with a total of 
ninety-two retail outlets. Increas- 
ing popularity is also to be ob- 
served in the case of attic fans 
and water systems. 

Dealers were also asked to re- 
port their most profitable appli- 
In answer to this question, 


ances. 
60% named refrigerators as the 
most profitable; 44% named 
ranges; 28% named washing ma- 
chines; 26% named radios; and 
14% named water heaters. These 


percentages do not add up to an 
even hundred because many deal- 
ers reported more than one appli- 
ance as their most profitable ap- 
pliance. 


Operating Methods 


The general operating methods 
of appliance dealers were dis- 
cussed in one group of questions. 
Replies to these questions indicate 
that 64% of the dealers are ob- 
taining larger sales volume from 
canvassing operations than from 
direct store sales. The average 
number of salesmen employed by 
reporting dealers was five, but 
sufficient details about these men 
were not given to determine 
whether they were all full-time 
men or, in some cases, part-time 
employees. Dividing the average 
appliance sales volume of $53,400 
by the number of salesmen, it 
would appear that the average an- 
nual volume per salesman is a 
little more than $10,000. 

Appliance dealers, apparently, 
have practically eliminated spe- 
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cialization on the part of salesmen. 
Ninety-one per cent of the dealers 
replying indicated that all of their 
salesmen sell their entire line of 
household appliances. Many of 
the dealers composing the remain- 
ing 9% reported specilization only 
in the case of certain appliances 
such as stokers, oil burners, heat- 
ing equipment, etc. 


Remunerating Salesmen 


By far the most popular method 
of remunerating salesmen is on 
the straight commission basis, 
which was reported by 68% of the 
dealers. Small salaries and com- 
missions were reported by 23% of 
the dealers but sufficient details 
were not given to draw any con- 
clusion as to the average amount 
of salary and commission. Only 
9% of the dealers reported having 
salesmen operating on a straight 
salary basis. By far the largest 
number of dealers replying indi- 
cated that their salesmen are paid 
a straight 10% commission. A 
few reported commissions as high 
as 12%. 

Fifteen per cent of the dealers 
indicated that special plans were 
in effect providing bonus pay- 
ments for salesmen doing good 
work. For example, one dealer 
gives an extra one per cent on 
total sales volume to all salesmen 
making their quota for the month. 
Another dealer gives salesmen an 
extra five per cent on all sales 
volume over the monthly quota. 
Some dealers provide larger com- 
missions on certain appliances; in 
one case 1215% was given for 
home laundry and range sales 
whereas only 10% was. given on 
other appliances. Several dealers 
reported having head floor sales- 
men or sales managers receiving 
salaries plus a small percentage 
of total sales volume. 

The majority of appliance deal- 
ers no longer handle their own 
credit paper. Approximately 57% 
of those replying stated that they 
handle no part of their paper; 
10% finance a part of it them- 
selves; and 33% finance all of 
their credit sales. The most pop- 
ular credit terms reported includ- 
ed a 10% down payment with 30 
months for the unpaid balance on 
most major appliances. This par- 
ticular arrangement was as popu- 
lar with dealers handling their 
own paper as it was with those 
making use of finance company 
service. 

In general, it does not appear 








































that dealers financing their own 
credit sales are any more lenient 
so far as terms are concerned than 
those making use of finance com- 
pany services. Several dealers 
reported minimum payments of 
from $5 to $7 regardless of the 
amount of the sale, and one sub- 
stantial dealer reported that the 
down payment is eliminated if a 
customer’s credit is good. 

In answer to the question 
“What percentage of total sales 
are for cash?” a variety of an- 
swers were received ranging from 
1% to 40%. A numerical average 
of these answers was 15%, but it 
is quite possible that many deal- 
ers, in answering this question, 
included cash received from down 
payments as well as the volume of 
appliances sold entirely for cash. 


Service Problems 


More than 90% of the reporting 
dealers indicated that they oper- 
ated their own service department. 
The remaining 10% made use of 
service facilities available from 
local utility companies, distribu- 
tors, or exclusive appliance serv- 
ice firms in their vicinity. 

In connection with the appliance 
service problem, dealers were 
asked whether or not in their 
opinion the availability of appli- 
ance service through distributors 
and other sources would tend to 
develop sub-standard dealers. Most 
dealers indicated that good service 
was one of their strongest selling 
points and that when similar 
service was available to small 
dealers through distributors and 
other sources, it gave them an 
advantage out of proportion to 
their stock, sales volume, and re- 
sources. Only 62% of the dealers 
replying to the questionnaire in- 
dicated their point of view on this 
question, but 61% of these replied 
that they did believe such service 
would tend to develop sub-stand- 
ard dealers. 

Discussing methods of promot- 
ing business, 64% of the dealers 
indicated that newspaper advertis- 
ing was their most effective adver- 
tising medium. 18% of the dealers 
indicated radio as being most ef- 
fective, and 14% indicated direct 
mail as being particularly effect- 
ive. Approximately 10% of the 
dealers replying indicated other 
methods as being particularly ef- 
fective such as hand bills, theater 
advertising, telephone advertising, 
stunts, fair booths, unusual point 
of sale displays, and literature 
distribution. 
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Nearly 17% of the dealers re- 
plying indicated that they were 
promoting some business through 
the use of salesmen employed for 
“cold canvassing” alone. About 
half of these dealers were remun- 
erating such men on a straight 
commission basis while the other 
half were paying a small salary 
supplemented with small commis- 
sions on all sales closed from leads 
turned in as a result of the can- 
vassing. 

As examples of these “cold can- 
vassing” operations, one dealer re- 
ported that he was using five 
junior salesmen, paying them at 
the rate of $1 per day plus 4% 
on all sales resulting from their 
leads. Another dealer has a group 
of salesmen to whom he pays 10% 
on deals they close and 4% on 
deals closed from leads they sup- 
ply. 

Dealers located in the area 
served at TVA electrical rates 
were asked whether they had ex- 
perienced any increase in sales as 
a result of low rates alone. Most 
dealers in this area were enthusi- 
astic about opportunities for ap- 
pliance sales but nearly all agreed 
that low rates alone had not pro- 
duced any considerable increase in 
volume. Many of them pointed 
out, however, that the low rates 
provided a valuable sales story 
which would produce more volume 
it backed with aggressive sales 
effort. Here are a few quotations 
from dealers in this territory: 

“In TVA area, business is very 
good. Great boom to consumer 
and dealer alike.” 

“We have seen a great upsurge 
in farm and town patronage due 
to TVA rates—best thing that ever 
happened here.” 

“We have enjoyed a consider- 
able increase in sales since TVA 
rates went into effect.” 

Another question put to dealers 
related to sales assistance in the 
way of advertising, display ma- 
terial, etc., given them by jobbers 
or manufacturers. Dealers were 
asked whether they needed more 
material and assistance of this 
kind. 88% of the dealers replied 
that they could use additional ma- 
terial of this kind advantageously. 
The remaining 12% either an- 
swered no or replied that present 
assistance of this kind was ample. 

To the question “Are resale 
prices generally maintained in 
your locality?” dealers were about 
evenly divided in their replies, 
47% reporting “yes” and 538% re- 
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porting “no.” This would indi- 
cate that the matter of maintain- 
ing prices is more or less of a 
local problem and one that has 
been solved in some localities. It 
was interesting to note that in the 
case of larger cities where several 
replies were available from a sin- 
gle city, dealers were more or less 
in accord with one another in their 
replies. In one such large city 
nearly every dealer reported that 
prices were not being maintained 
generally. In two other large 
cities where local appliance deal- 
er associations are known to have 
had considerable effect in improv- 
ing business ethics, dealers all re- 
ported that prices were being 
maintained locally. 





Associations Helpful 


Dealers were also asked if there 
was an electrical league or other 
similar association in their locali- 
ty that admits appliance dealers 
to membership and whether such 
an association is producing any 
results toward increased sales and 
better business ethics. 75% of 
the dealers replied that no such 
associations were in existence in 
their locality while 25% reported 
that some sort of an association 
did exist. Of the latter group, 
almost 90% were enthusiastic 
about their association so far as 
better business ethics were con- 
cerned but none of them indicated 
that the association had been help- 
ful in producing greater sales vol- 
ume through cooperative advertis- 
ing or other activities. Several 
dealers in this group, however, 
pointed out that more profit was 
available from existing business 
as a result of improved business 
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ethics and the elimination of such 
practices as price cutting, “long” 
trade-ins, etc. 

In discussing the matter of bet- 
ter business ethics and mainten- 
ance of resale prices, one dealer 
pointed out that apartment house 


deals in his locality had been 
closed for cost plus 2%. 
Another dealer reported that 


prices were being maintained on 
the more acceptable lines but not 
on second-grade merchandise. 

Another dealer said, “Anybody 
with cash in this town can buy a 
refrigerator at the same price we 
can.” 

“Resale prices are maintained 
among large dealers,” replied one 
dealer, “but small firms carrying 
appliances as side lines have been 
cutting prices to the limit.” 

Another dealer says, “Trade-ins 
are used here as an excuse to 
discount prices where the mer- 
chandise traded in is practically 
worthless.” 

Dealers were asked if “courtesy 
sales” at wholesale prices to in- 
dustrial employees or other con- 
sumers are a troublesome problem 
in their communities. Again, the 
replies to this question were very 
evenly divided with exactly 50% 
replying “yes” and 50% replying 
‘no.” Replies to this question 
were studied carefully to deter- 
mine whether or not there was 
any great variation in answers 
given by dealers located in large 
and small towns. In larger cities, 
the number of dealers answering 
this question in the affirmative 
were just about equal to the num- 
ber answering it negatively. In 
the case of smaller towns, how- 
ever, nearly three times as many 
dealers answered affirmatively. 


“Margins satisfactory, but—” 


To the question “Do you find 
present appliance margins satis- 
factory?” dealers were again more 
or less evenly divided in their 
answers. 55% of those replying 
answered “yes” and the remaining 
45% replied “no.” In both af- 
firmative and negative answers 
there were many replies condi- 
tionalized by special remarks. For 
example, many of those who re- 
plied that present margins are 
satisfactory, based their reply on 
the assumption that list prices are 
maintained locally. 

In checking the individual re- 
plies to this question with corre- 
sponding replies to the question 
inquiring whether retail prices are 








generally maintained, it was inter- 
esting to note that nearly every 
dealer who reported present mar- 
gins satisfactory, also reported 
that retail prices were generally 
maintained in his locality. Like- 
wise, dealers who found present 
margins unsatisfactory represent- 
ed, for the most part, dealers 
among the 53% who reported that 
retail prices were not being main- 
tained in their localities. 

Several dealers reported that 
present markets were satisfactory 
on all appliances except refrigera- 
tors and radios. 

One dealer reported “No. Too 
much volume is necessary under 
present market conditions. Com- 
petitive practices make it impos- 
sible to maintain margins and get 
sufficient volume.” 

“No. On manufacturers’ sched- 
ules, dealers are expected to real- 
ize 5% to 7% net,” reports an- 
other dealer, “but high overhead 
and sales expenses, especially in 
the case of larger dealers, make 
them lucky if they make 3% net.” 

“Too small,” says another deal- 
er. “Good salesmen need 15% or 
higher commissions because of 
new low lists but present margin 
will not provide them.” 


Utility Policies Studied 


Because of the importance of 
electric utility company merchan- 
dising practices on the activities 
of independent electrical appli- 
ances dealers, a study of utility 
company sales promotion activi- 
ties was included in this survey. 

The activities of 36 major com- 
panies, serving 2,186,131 resi- 
dential customers, were studied. 
These companies serve consider- 
ably more than half of the total 
number of residential customers 
in the southern states. 

No effort was made in this sur- 
vey, however, to determine poli- 
cies in municipally owned systems 
in Tennessee because of the short 
time that many of these systems 
have been in operation under new 
management and because all poli- 
cies probably have not yet been 
adopted on a permanent basis. 

In the following paragraphs, the 
percentage figures quoted repre- 
sent not the number of companies 
replying to the merchandising 
questionnaire, but the percentage 
of residential customers affected 
by the particular practice under 
discussion. This method of evalu- 
ating the extent to which certain 
policies are followed provides 
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what might be considered a 
weighted average since it takes 
into account, more or less, the size 
of the company and the number 
of customers affected by its poli- 
cy. 

Companies serving 90.9°¢ of the 
2,186,131 residential customers 
covered in this survey were found 
to be operating sales promotion 
departments offering some form 
of cooperation to local appliance 
dealers. The form of cooperation 
varies, of course, from a limited 
amount of promotional advertising 
and the distribution of prospect 
lists to very intensive sales helps 
on a large scale. 

Only a few companies, serving 
16.9% of residential customers, 
now finance dealers’ credit sales. 
Some of these companies limit this 
service to small amounts. For 
example, one company finances 
sales up to $25. Other companies 
in this group finance dealers’ 
sales only during special cam- 
paigns. 

Utility companies serving 38.6% 
of the total number of residential 
customers were found to have a 
policy of collecting dealer install- 
ment accounts along with electric 
service bills. This group includ- 
ed practically all of the companies 
who finance dealer credit sales. 

Only three companies serving 
5.5% of the total number of res- 
idential customers provide free 
range or water heater installation 
on dealer sales of these appliances. 
One of these companies does 
not supply plumbing connections. 
However, twelve companies serv- 
ing 34.4% of the total number of 
residential customers, were found 
to provide at least a part of the 
range and water heater installa- 
tions on dealer sales. This par- 
ticipation ranges from merely sup- 
plying main line switch up to 
more than one-half of the cost of 
the installation. One company re- 
ported that it provides free in- 
stallation during special cam 
paigns. Companies serving the 
remaining 60.1% of the custom- 
ers do not share any part of the 
cost of installation. 

Companies serving 28.2% of the 
total number of domestic custom- 
ers indicated in their replies that 
they provided appliance service 
for dealers on some basis. There 
was considerable variation in their 
methods of charging for service: 

“$3.00 per range for first year 
with dealer supplying all parts.” 

(Continued on page 18) 




















“The chief need of 
dealers is for a longer margin, or 


appliance 


longer discount, due to the fact 
that selling costs are becoming 
greater each year. The list price 
of a good many major appliances 
has been reduced; while the deal- 
er’s discount has not been reduced, 
the loss in gross naturally reacts 
more to his disadvantage than that 
of the manufacturer, since his unit 
sales cost cannot be varied to fit 
the change in list price. Aside 
from the salesman’s commission, 
none of the factors in selling ex- 
pense are variable with the list 
price; it costs as much, really, to 
sell a refrigerator for $179.50 as 
to sell one for $250.00, when 
shipping, delivery, installation, 
warehousing, advertising, admin- 
istration and the other factors are 
taken into consideration. 
“Saturation, too, contributes to 
this condition, since nearly every 
deal on a major appliance today 
involves some sort of trade-in. 
That means that the dealer has 
either to junk the trade-in, or pay 
an extra commission to a salesman 
for selling it, which adds to the 
mounting sales expense. New fac- 
tors are arising, too, such as 
cheaper appliances being sold in 
districts served by the T.V.A. 
While we do not have T.V.A. power 
here, people here can go to some 
cities and find ranges and water 
heaters marked down below our 
cost, due to the advantage of 
cheaper power. With all these 
influences to fight, a dealer needs 
a margin that will permit him to 
play with the tide of trade in 
order to come out in the long run.” 


“Attaining a volume necessary 
to supporting a good sales organ- 
ization is our chief problem, 
since, as appliance selling has be- 
come so highly competitive, really 
hard hitting sales methods are 
necessary. To do this, we need a 
large force of well trained men, 
who must be able to make good 
money in: return for their work 
and training. At present dealer 
discounts, we have to sell about 
30% more merchandise than I 





Dealers Diseuss Trade Problems 


would consider a norma] quota for 
this size sales force in order to 
come out with any profit. This 
means gearing up the sales opera- 
tion more, which in turn means 
more expense, and the result is a 
vicious circle. 

“What we need is a discount 
from the manufacturers’ which 
would allow us to actually sell on 
a margin of 35%, without having 
tc absorb all our overhead out of 
that discount. The sales expense, 
repossession and _ trade-in 
losses will eat up a 35% discount 
quickly enough, without all the 
other inroads that administration 
and overhead make on our mar- 
gin.” 


loss, 


“The day of the big appliance 
dealer is about over. The low 
margin plus high sales cost and 
replacement allowance make it im- 
possible to break even. Due to 
the high cost of reconditioning 
used refrigerators and easy terms 
allowed by furniture and depart- 
ment stores, we can’t come out on 
trade-ins.’ 


’ 


“The attitude of the utility in 
sales promotion, both for itself 
and for the independent dealer, is 
curious, in that, admittedly, their 
ultimate gain lies in increased 
electric consumption, yet they 
fight tooth and nail for individual 
appliance orders, meanwhile sup- 
posedly cooperating with the deal- 
ers with the other hand. It’s a 
case of wanting the cake and eat- 
ing it too. New men have been 
hired by the utility for the pur- 


PACE was provided on 
the questionnaire blanks 
of this survey for dealers to 
write in any comment they 
might care to make for pub- 
lication on problems of cur- 
rent interest to the trade. 
Several of these discussions 
are reproduced here. 





pose of appliance sales and can- 
vass, and they make their appli- 
ance merchandising department 
support itself, in doing a volume 
sales job. 

“Their superior position, in 
knowing who has what appliances 
and getting leads from their meter 
readers, enables them to lick the 
spots off any independent dealer, 
which they do, yet they try to be 
the dealers’ friend at the same 
time, and are actually of some 
assistance in some ways. They 
encourage the dealers’ sales, offer 
bonuses and sales promotional as- 
sistance, give them breaks on in- 
stallation and assistance in some 
cases on financing, and then take 
the deal away from the dealer if 
they can. 

“The point is that they want 
lots of appliances sold, but they 
want to sell most of them, and 
there is no justice in their receiv- 
ing the ultimate benefit of the 
increased load and the profit on 
the appliance sale too. Utilities 
should maintain a sales promotion 
department to function for the 
dealers, helping them to do the 
sales job. 

“In the final analysis, they’d 
get their increase all right, and 
they wouldn’t have the appliance 
merchandising department to sup- 
port, so their salesmen would then 
be working for other dealers, and 
everything would be the same ex- 
cept that the dealer would make 
more money.” 


“The big fly in the appliance 
ointment here is the matter of 
‘courtesy sales’ to industrial con- 
sumers and others at wholesale 
prices. Requests for discounts 
come thick and fast, as the city is 
headquarters for thousands of 
federal employees and state em- 
ployees as well, all of whom seem 
to feel that they are entitled to 
some sort of ‘break’ on list prices 
of appliances. 

“Many times a state employee 
will get hold of a state purchase 
order, and fill it out for whatever 
appliances he wants, getting them 
at the discounts extended to the 
state. Incidentally, we see no 
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reason why the state should pay 
less than the consumer for indus- 
trial goods, as they’re spending 
the consumer’s money. If dealers 
don’t play ball with discount hunt- 
ers from the state house, they find 
that many distributors will, and 
in addition they find themselves 
shut off from some branches of 
state purchases which are some- 
what profitable. Since discounts 
are none too long as it is, by the 
time about half your gross profit 
has been whacked off half your 
tutal sales as a result of these 
handout discounts, it is easy to 
see why the business is a tough 
one here. 

“To eliminate it, it should be 
made a penal offense for any state 
or federal employee to seek a dis- 
count due to his position, and it 
should be further enacted that 
governmental agencies are en- 
titled to discounts only in ratio to 
quantities purchased such as are 
available to any dealer or whole- 
saler. This, plus a good, tight 
appliance dealers’ association, 
might turn the trick.” 


“Something should be done to 
improve the conditions of small 
appliance dealers. In our terri- 
tory there are too many who have 
gone broke in spite of hard work 
and big turn over. 

“One thing which is hurting the 
business is the practice of some 
large companies of building equip- 
ment almost identical to their first 
line and selling it through mail 


order or other semi-direct sale 
channels at a very much lower 
price.” 


“Utility competition is our most 
serious difficulty here. The light 
and power company competes act- 
ively with independent merchan- 
disers in selling appliances, pri- 
marily for load building purposes, 
of course, but instead of realizing 
that units sold by independent 
dealers also build their load, they 
do not cooperate with local deal- 
ers, but go after the business in 
active competition. Naturally, in 
anticipation of future electric con- 
sumption, they can afford to whit- 
tle profit margins on appliances 
down to the bone, which they do. 

“The major appliances, re- 
frigerators, washers and ranges, 








are the backbone of all small ap- 
pliance dealers’ volume; when the 
utility works out an _ elaborate 
trade in offer, giving a high al- 
lowance on some worn out range 
or ice box, which no dealer could 
hope to turn over to rescue his 
profit if he gave a like allowance, 
they are really doing nothing more 
or less than giving a fantastic 
rebate, which should not be per- 
mitted, yet, who is to do anything 
about it? The manufacturers can- 
not kick, since the utility sells 
plenty of goods for them. 

“The only way the independent 
merchant can fairly compete with 
the utility, even considering its 
superior financial position and 
backing, is for trade-ins to be 
established by law and maintained 
like list prices are supposed to be. 
A trade-in code book on used ap- 
pliances should be worked out, 
such as is used on used car deals, 
and the scale set up should apply to 
every appliance merchandising op- 
eration.” 


“The cancer of the appliance 
business is the failure of distribu- 
tors to clamp down on dealers as 
regards fair prices. In this city, 
we have but one wholesaler who 
forces his retailers to toe the line 
in maintaining the list price level, 
and who maintains his own whole- 
sale prices. There are other dis- 
tributors who sell indiscriminate- 
ly at discounts as much as 20% 
over the normal levels, to anyone 
who can pay cash. 

“This failure of the jobbers to 
keep faith with the dealers has 
resulted in the springing up of a 
lot of side line dealers, who handle 
one or two appliances along with 
their regular merchandise, at no 
overhead cost at all, either in 
housing or in sales force. Auto- 
mobile dealers are carrying appli- 
ances, radios and washers, and 
make no secret of the fact that 
they will cut the price ‘way under’ 
to make a quick cash turnover. 

“Also growing out of the prac- 
tice of jobber-furnished service is 
a bunch of sub-standard dealers 
with a hole in the wall store and 
little stock who cut price drast- 
ically just to keep their dollar 
turning over. The finance com- 
panies are tough about whose pa- 
per they will discount; why don’t 
the jobbers take a lead from them 
and be tough about to whom they 
give their franchise? The little 
dealers haven’t the stability to 
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qualify for credit with the major 
finance companies, and have to 
turn over their goods for cash; 
that keeps them scrambling for 
cut-price cash deals, and list 
prices go out the window. 

“All in all, there are too many 
manufacturers, too many distribu- 
tors, too many retailers. As long 
as the manufacturers are greedy 
for volume, of any sort at any 
price, there will be the fly-by- 
night distributor who will put his 
line in any coal yard that can buy 
one unit, without regard to price 
maintenance or trade practices.” 


“I believe there should be a 
uniform rating made on all re- 
frigerators for the purpose of 
trading. This of course would 
have to be enforced by the dis- 
tributors and dealers and a prob- 
lem would result. However, if 
such a system could be worked, I 
think it would eliminate a great 
deal of shopping by the prospect- 
ive purchaser.” 


“Since electrical appliances are 
merchandised through small retail 
outlets, the majority of whom are 
operating on a small investment, 
the manufacturers obviously have 
to do a lot in preparing sales helps 
and promotions for retailers hand- 
ling their lines. 

“However, they seem to overlook 
this fact that one good hardwork- 
ing outside salesman is worth all 
the display material they can give 
a dealer. A dealer needs a sales- 
man who will track down leads 
that he gets through his grocer, 
his laundry man, his neighbor, 
anyone. All good leads don’t orig- 
inate through advertising and 
canned promotions; many of them 
just happen along, or come by the 
grapevine. The salesman has to 
really work, on the street and in 
the home, to do a good job. 

“Such salesmen are hard to find. 
That’s where we need the distribu- 
tors’ and manufacturers’ help, in 
finding and training good retail 
salesmen. If they would spend 
half the money on this work that 
they spend on printing and litho- 
graphing, and have a department 
working on lining up and training 
good salesmen all the time, it 
would double the business of the 
retail dealer.” 

















Commercial Cooking Activity 
Deseribed in Report 


HE thirteenth annual survey 

of sales of Commercial Elec- 
tric Cooking Equipment, covering 
the year 1938, has just been re- 
leased by the Commercial Electric 
Cooking Council, according to an 
announcement by P. M. Alden, the 
Council’s chairman. 

The survey, compiled by means 
of questionnaires, covers 128 elec- 
tric utility companies, the largest 
number that has ever contributed 
to it. A study of the results 
brought about by the sales and 
promotional efforts of these com- 
panies provides convincing evi- 
dence of the profit possibilities 
from this type of load-building 
equipment. 

The survey has been divided into 
two parts, one of which includes 
data on total commercial custom- 
ers, number of food-serving estab- 
lishments, kilowatts sold, estimat- 
ed kilowatt hours, estimated annu- 
al revenue and estimated increase 
in annual revenue. An analysis of 
this data is given in the accom- 
panying tabulation. 

The second part of the survey 
included data on salesmen, wir- 
ing policy, equipment financing, 
equipment servicing, future sales 
plans, and Council tie-in. Excerpts 
from this part of the Council’s 
report follow: 


Personnel and Their Activities 


Seven companies reported the 
use of full-time commercial cook- 
ing salesmen only, twenty-one 
companies reported the use of full- 
time and part time salesmen, nine- 
ty-eight companies reported the 
use of only part-time salesmen, 
and eight companies report that 
they have no salesmen contacting 
the commercial cooking field. 

In the companies that use full- 
time salesmen for the promotion 
cf this type of business, these 
specialists averaged $8,660 in 
E.A.R. per man per year. This 
was equivalent to an average of 
$11,135 per company. The eight 
companies that reported they did 
not have salesmen covering this 
field did a certain amount of busi- 
ness in commercial electric cook- 
ing equipment through purchase 


by the customers upon their own 
initiative. These companies aver- 
aged only $1,275 in E.A.R. per 
company through these unsolicited 
sales. It appears that the use of 
one full-time salesman, or even a 
part-time salesman, would be well 
within the budgeted development 
expense in view of the high E.A.R. 
derived from this business. 

Other activities of part-time 
salesmen are reported in the sum- 
mary. These part-time men devote 
on the average 16.4% of their time 
to the development of the commer- 
cial electric cooking load. 

Since the Council program is 
designed to promote the sale and 
use of electric counter and pantry 
type equipment, it is interesting 
to note that those companies re- 
porting on the division of 1938 
sales, estimate that 73.0% of last 
year’s sales were of this type. 


Wiring-in Cost 


Fifty-one companies report they 
do nothing to offset the cost of 
wiring, fifty-two allow from $3.50 
to $6.00 per kilowatt connected up 
to certain limits, and one company 
has an allowance based on the 
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E.A.R. of the equipment. Twelve 
companies furnish wiring plans, 
four companies report that the 
cost of wiring is included in the 
selling price, three companies 
sometimes finance the wiring and 
cne company supplies the switch 
on electric range sales only. 

It is interesting to note that last 
year 52% of the reporting com- 
panies did nothing to offset wiring 
cost of electrical operation while 
only 42.5% of the reporting com- 
panies this year report they do 
nothing. While only 37% of last 
year’s reporting companies paid a 
wiring allowance, 43.3% of this 
year’s companies are now paying 
an allowance. The trend appears 
to be toward giving wiring allow- 
ances in producing this class of 
business, and when consideration 
is given to the load-building value 
of commercial electric cooking 
equipment, this is undoubtedly an 
excellent means of obtaining a 
larger share of this profitable 
business. 


Financing Arrangements 


In reply to the question “Do you 
finance equipment sales?” sixty- 
five companies reported “yes,” 
nine companies reported “some,” 
fifty-two reported “no” and only 
two companies did not reply. 

In reply to the question “Who 
Services Equipment?” there were 
126 answers and these are tabu- 
lated below: 

(Continued on page 19) 





Analysis of Commercial Cooking Council Questionnaire 
Returns on 1938 Promotional Activities 


Group A—Summary of All Replies 


Total number of electric customers served, excluding 


domestic, municipal and utilities 


2,178,521 


Approximate number of food serving establishments in territory 


served 


Kilowatts of commercial electric cooking equipment sold 


131,363 
65,101 


Estimated kilowatt-hours to be used annually by this equipment 70,628,113 


Estimated annual revenue from this equipment 
Net increase in revenue over previous year 


$1,579,401 
$156,245 


Group B—Summary of Complete Replies Only 


Total number of electric customers served, excluding domestic, 


municipal and utilities 


1,846,262 


Approximate number of food-serving establishments in 


territory served 


120,977 


Per cent of food-serving establishments to total number 


of customers shown above 


Kilowatts of commercial electric cooking equipment sold 
Watts sold per food-serving establishment (average) 
Estimated annual kilowatt-hours used by this equipment 
Estimated annual kilowatt-hour use per kilowatt connected 
Estimated annual revenue from this equipment 

Estimated annual revenue per kilowatt connected 

Net increase in revenue over previous year 


6.55 
50,774 
420 
58,432,941 
1,151 
$1,308,929 
$25.78 
$160,659 
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Dramatic Demonstrations 





ERCHANDISING 

like everything else, has 
come a long way in our time. Not 
sO many years ago the cardinal 
principle of successful merchan- 
dising was to have the goods— 
nothing else seemed to matter very 
much. Then came the era when the 
contemporary exponents of ad- 
vanced methods said, “Let them 
see the goods.” 

As the wisdom of this became 
apparent the in-tune-with-the-times 
boys went a step further and ad- 
vocated that merchants make their 
patrons see the merchandise, put 
it out where it would have to be 
seen, and in attractive surround- 
ings. Soon they advocated that 
we not only let prospective buy- 
ers see the merchandise but let 
them see how it works—demon- 
strate it. 

Each of these stages in the de- 
velopment of the merchandising 
art was in its time “the last 
word.” Demonstration has for 
some time been recognized as a 
most potent selling device. But 
now they tell us, and we think 
they are right, that simple demon- 
stration of merchandise is not 
enough—that demonstration must 
be superseded by dramatic demon- 
stration of the spectacular sort 
which is packed with showman- 
ship and selling punch. If demon- 


practice, 


stration is effective, dramatize it 
and make it better. 








“He floats through 
the air...” but its 
not acrobatics, just 
part of a well estab- 
lished method of 
demonstrating electri- 
cal appliances 
through “dramatics”’ 
rather than words 
alone. The average 
prospect may not at- 
tach much _import- 
ance to door strength 
but this demonstra- 
tion leaves her with a 
vivid impression of 
general durability. 


They say that if a picture is 
worth a thousand words, a dem- 
onstration is worth a thousand 
pictures—and to carry it a step 
further, a dramatic demonstration 
may be worth a thousand demon- 
strations. 

Here’s the difference between 
what we call demonstration and 
what we mean when we say dra- 
matic demonstration: Suppose a 
salesman is discussing with his 





A New Technique in 
Selling Appliances 


By John M. Goodwin 


prospects the construction of a re- 
frigerator, and of the door in par- 
ticular. He opens the door and 
points out the thickness of it. He 
tells them about the heavy gauge 
steel and the durability of other 
materials in the door. He may ask 
them to feel the door or tap on it 
to get the impression of solidity 
which exemplifies strength and 
quality. He will tell them how the 
strong hinges will keep the door 
from sagging, thus preventing it 
from getting out of line and mak- 
ing a poor seal when closed. He 
is demonstrating. 

Another salesman brings his 
customers up, opens the door of 
the refrigerator. Then he shows 
them a sample corner cut from an 
actual door, enabling them to see 
a cross-section of the actual door 
construction. Then he says, “This 
door will never sag or warp. It 
is well built. It is tough, and it 
can take it. Look!” With that, 
he swings a specially designed 
chair (seen in an accompanying 
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Instead of merely telling the prospect that this glass top is tough, will 
not be broken easily by accidents, a Peasant ware dish is dropped on top 


of the glass without mishap. 





(Photos courtesy Westinghouse Co.) 














Walk up to the door with both hands filled and open it easily. 
This is more convincing than volumes of oratory on the con- 
venience of the special patented latch. 
actual kick, such as it will be subjected to many times during 
More than anything that can be said, this 
makes the housewife appreciate that scuff plate. 


the routine day. 


photograph) over the top of the 
door, hops into the chair and 
swings back and forth on the door. 
He has dramatized his demonstra- 
tion. 

Need he say more about the con- 
struction or durability of that re- 
frigerator door? Definitely, no. 
(That is, if the door doesn’t fall 
off). 

The prospects may remember 
little of what the first salesman 
had told them, but they will never 
forget the picture of the big hulk 
of the second salesman swinging 
on that refrigerator door. 

Another good example of dram- 
atization: A leading pharmaceu- 
tical house has for some time been 
demonstrating the purity and uni- 
formity of their aspirin tablets by 
showing the rapidity and com- 
pleteness of their disintegration 
when dropped into a glass of wa- 
ter. The druggist or the doctor, 
who would be the customer in this 
case, would see the aspirin tablet 
lay on the bottom of the glass and 
dissolve. Somebody in their or- 
ganization devised a simple way 
to increase the effectiveness of 
this illustration by making it more 
dramatic. They put a screen wire 
grating in the glass about halfway 
down so that it would catch the 
aspirin tablet which was dropped 
into the glass but would allow the 
disintegrated particles to fall 


through to the bottom. Thus the 
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Give the scuff plate an 


tablet 


observer now sees not a 
which simply dissolves while lay- 
ing on the bottom of the glass, but 
he sees thousands of tiny particles 
leave the tablet which rests on the 
grating and fall rapidly through 
the water toward the bottom. It 
is more spectacular, and the mo- 
tion or action of the falling parti- 
cles gives the effect of quicker 
disintegration. 

A manufacturer of bearings 
dramatizes his sales story of min- 
imizing friction through a display 
in which a giant wheel weighing 
more than a ton is turned by the 
wind stream from an average size 
electric fan. 

People like the spectacular, the 
dramatic, the unusual. It impress- 
es them and they remember it. 


No Expense Involved 


It is not always necessary to 
spend money and time in order to 
stage dramatic demonstrations. 
There must be many ways in which 
every salesman can inject a little 
of the dramatic element into his 
selling practice, not only on re- 
frigerators or on any other one 
line, but on all of them. With a 
little thought and some ingenuity 
he may be able to devise a number 
of little “tricks” which will en- 
liven and dramatize his sales pres- 
entation. 

A simple illustration of this is 
brought out in one of the accom- 











panying photographs. Instead of 
merely calling the prospect's at- 
tention to the scuff plate at the 
bottom of the refrigerator, this 
salesman walks over and kicks it 
violently, dramatizing the fact 
that the scuff plate will protect 
the porcelain and help the house- 
wife to keep the box clean and 
shining. 

Nearly every feature of any ap- 
pliance can be dramatically dem- 
onstrated. In another illustration 
at the top of a page a salesman 
demonstrates the new “easy open- 
ing’ latch. He approaches the box 
with his arms loaded; with a sim- 
ple twist of his elbow he opens the 
box and convinces his prospect of 
this feature in quick easy way. 

There are dozens of such dem- 
onstrations—dramatic demonstra- 
tions—that any salesman can de- 
velop; simple but tremendously ef- 
fective. He can demonstrate the 
capacity of receptacles by actual- 
ly pouring a quart of milk or water 
from a bottle. The powerful re- 
lease mechanism on ice cube trays 
can be demonstrated by having 
another salesman stand on the 
tray and then lift him easily as 
the release lever is depressed. 

The salesman who punctuates 
his sales story with such demon- 
strations will not fail to get his 
message across and make it stick. 
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HE Tampa Electric Company 

of Tampa, Fla., recently was 
given an award of merit for its 
merchandising advertising by the 
Public Utilities Advertising As- 
sociation, and it won the honor 
with the simplest and one of the 
oldest promotion methods known: 
getting customers’ names into the 
newspapers with testimonials. 

In fact, it was so simple that 
copy writers of many of the 249 
electric companies participating in 
the contest were amazed. It was 
hardly believable, but testimonial 
advertising has been used since the 
days of Sapolio, and it is still ef- 
fective. 

Tampa Electric began its use in 
October, 1938, at the beginning of 
a new season when a new idea was 
needed to provide a different, more 
personal approach to its advertis- 
ing and sales. In the past its ad- 
vertising had created desire for 
electric equipment and _ all-electric 
homes, but it had not chased away 
that bugaboo of all power com- 
panies, the fear of high rates. 

This sales resistance always had 
been a problem to us, especially 
on kitchen equipment. Salesmen 
had been able to sell everything 
about all-electric service but its 
cost. The compnay had done all 
sorts of educational and _ institu- 


tional advertising about rates, but 
the trouble. was 


it could not be 





seven years. 


demonstrations. 


testimonials. 
companying story. 


like it could about the 


specific 
price of butter and eggs. 
Electricity is sold at so much a 
kilowatt-hour, and a kilowatt-hour 
was a deep mystery to most people. 


We could advertise that it would 
operate a 100-watt lamp for tu 
hours, but that still did not give 
accurate information on how much 
it would cost a particular family 
to cook electrically. We could say 
that the more electricity used, the 
lower the average rate would be, 
but we could not tell exactly how 
much Mrs. Smith’s bill would be 


in dollars and cents. Too many 
different factors entered into it. 


So the case was taken to the 
people, and the first of what be- 
came a long series of testimonial 
advertisements appeared. They 
were our customers’ own stories. 
The only’ difference between 
Tampa Electric’s advertising and 
the usual testimonials, so popular 
now in cigarette advertising, was 
that it was a series of simple mes- 
sages that sound like every day 
“over the fence” talk and were not 
composed of snappy phrases and 
tongue catching slogans. 

In each case the customer whose 
testimonial and picture were used 
had a hand in preparation of the 
ad. The statement and headlines 
were, aS near as possible, their 
own expressions. No ad was ever 
published until the customer had 





Testimonial Advertising 


Used Effectively in a 
Merchandising Campaign 


ACK LACEY, advertising manager of the 
Tampa Electric Company whose advertis- 
ing campaign recently won an award of merit 
from the Public Utilities Advertising Associa- 
tion, is a former newspaper man and has 
been with the Tampa utility company for 


For his company he has developed one of 
the best institutional advertising and sales 
programs in the country, including establish- 
ment of “Leisure House” for electric cooking 


He was one of the first to give a masculine 
slant to a kitchen, his latest endeavor after 
gaining national recognition with women’s 
He tells all about it in the ac- 


seen it as it would appear. 

Perhaps the greatest question 
raised in the minds of other util- 
ity advertisers who watched the 
campaign is how Tampa Electric 
got the names and consent of the 
users. That was simple, too. No 
money and no reward of any kind 
was paid, and it was done in a co- 
operative spirit. The approach to 
the customer was based on the 
idea that the company wanted to 
show others what could be done in 
modernizing a_ kitchen with all- 
electric service. The customer was 
told sincerely and truthfully that 
the company considered her kitch- 
en a good example, and wanted to 
show it. Women are naturally 
proud of their kitchens when they 
have the things they want, and it 
was easy to get co-operation from 
the beginning. 

A few sidelights on the com- 
pany’s experience during the cam- 
paign are interesting. The first 
ad of the series, telling why the 
woman was proud of her all-electric 
kitchen, attracted sufficient atten- 
tion to show that while this par- 
ticular ad had its faults, the idea 
was one to bring results. The day 
after it was published the woman 
called and said she had become the 
object of a joke among her friends 
who pretended the company had 
given her the equipment. 


“If I had known that,” she 








snapped, “I would never have let 
you use my picture in the paper.” 

But a few days later she called 
back to say that three women with 
whom she was unacquainted had 
called her to ask about electric serv- 
ice. Of course, she had a good word 
for electric cooking, and the com- 
pany got at least one sale of a com- 
plete electric kitchen from her en- 
dorsement. 

One of the best features of the 
idea is that the advertising bene- 
fit continues after the ad has been 
published. Each time an ad is used 
it is the topic of conversation for 
days afterward among the friends 
and neighbors of the customer 
whose kitchen appears. Any num- 
ber of sales have been traced di- 
rectly to what these customers have 
told others. 

One ad told about a woman, 
years of age, who had just pur- 
chased her first electric range. A 
good old fashioned patent medicine 
heading was put over it: “Tampa 
Woman, 77, Says Electric Cookery 
Best Ever.” I apologized to my 
friends in the advertising business 
for the headline, but it was one of 
the most effective the company 
has used. The woman sent six 
copies of her kitchen picture to 
friends. Two of them bought elec- 
tric ranges. The woman’s statement 
which she wrote herself said she 


a 
(é 


had been keeping house for more 
than 50 years and had used every 
fuel, 


type of cooking but never 
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At right is one of the first 
advertisements designed to 
interest men in_ electric 
ranges. Other testimonial 
copy is shown below. All of 
these are greatly reduced 

from full-page size. 


had realized what real 
cooking was until she 
tried electricity. She ad- 
vised young housewives 
to adopt all-electric 
service from the start. 

Since the campaign 
got well under way the 
company has had no dif- 
ficulty in getting photo- 
graphs and statements. 
Voluntary testimonials 
are coming in faster 
than the advertising 
budget can handle them, 
and the company is al- 
ways three or four 
weeks ahead of publica- 
tion with material. 

In my opinion, the campaign is 
by far the best type of advertis- 
ing the company could be doing be- 
cause it accomplishes three jobs in 


one. It is institutional and it de- 
velops both load building and mer- 
chandise sales. pre 
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Copies of the ads are inserted in 
loose leaf binders as they appear 
and have 
salesmen’s portfolio we have ever 
devised. 

No 


proved to be the best 


matter what objection the 
spect raises, an answer is found 


Another by-product value is that in the experiences of other house- 
it gives the salesmen something wives. If it is cost, there are ads 
interesting, strictly local and con- by women the_ prospect either 


crete to show to his’ prospects. 


(Continued on page 19) 
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Individual Customer Interviews 


Feature Sales Programs 


S the trend toward lower 

rates for electric service con- 
tinues, utility companies are 
finding the problem of load 
building one of ever increasing 
importance. Many companies are 
developing sales promotional 
programs with new low rates as 
the keynote. While such cam- 
paigns have not been unusual in 


the past, the intensity with which 
several companies are promoting 
them at the present time is of 
particular interest. A special 
feature of several of these cam- 


paigns is direct contact with 
every customer. The activities 
of several companies are describ- 
ed in the following short articles. 


“Race to Reeovery” Campaign 
Staged in Mississippi 


66 LECTRICITY is Cheap” was 

the keynote in the “Race to 
Recovery” campaign staged recent- 
ly by the Mississippi Power and 
Light Company. 

To company employees it was a 
“Race to Recovery” because of the 
objective to redeem a $265,000 loss 
in revenue brought on by a rate re- 
duction in June. This reduction fol- 
lowed by only a few months a 
previous substantial rate cut. To- 
gether these latest reductions will 
save approximately a_ half-million 
dollars for customers on their elec- 
tric service bills during the com- 


ing year as compared with a year 
ago. 
For dealers, jobbers, and manu- 


facturers this cheap _ electricity 
campaign was named the “Great- 
est Opportunity” for appliance 
sales in Mississippi history, for the 
rate reduction opens up an addi- 
tional “plus” market of $5,300,000! 
In other words, it will be necessary 
for MP&L customers to buy five- 
and-a-half million dollars worth of 
appliances in order to take ad- 
vantage of the 8,000,000 kilowatt- 
hours which the reduction makes 
available at no additional cost. 
Campaign details were first pre- 
sented to distributors and manu- 
facturers’ representatives at a 
meeting featuring talks by Rex I. 
Brown, president; Henry B. Sar- 
gent, vice president in charge of 


operations; W. A. Moore, vice 


president in charge of sales; and 
L. M. Taylor, sales promotion and 
advertising manager. Similar meet- 
ings were conducted later by Mr. 
Taylor in key cities served by the 
company. 

High spot of the program at 
these meetings was the “unveiling” 
of the new rate schedules, symbol- 
ized by five large cubes represent- 
ing the rate steps—beginning at 
the new low 4 3/4c top step and 
proceeding downward to 
the special lc step for 
electric water heating. 
As Mr. Taylor an- 
nounced the new rates, 
he drew back the “veil” 
that had been covering 
the blocks, and assisted 
an attractive young 
lady to step down the 
blocks, dramatizing the 
fact that the homemak- 
er can “step up to better 
living” through the use 


of more electricity and at the same 
time “step down to cheap electrici- 
ty.” 

Backbone of the campaign was 
the daily schedule of personal cus- 
tomer-to-customer contacts which 
were begun by the Mississippi 
Power and Light Co. sales force 
immediately following the series of 
dealer meetings. The company in- 
creased its staff of salesmen by 
eleven men in order that in the 
three months of the campaign it 
would be able to contact personally 
every one of its 43,000 customers 
to explain the new rates and sell 
them on taking advantage of cheap 
electricity by buying new  ap- 
pliances from their dealers. 


Salesmen were equipped with 
residential visualizers, sight me- 
ters, etc., and in addition carried 
contest literature and a_ special 
“personal presentation” folder, 
which was filled out in advance for 
each customer, showing her how 
many free kilowatt-hours were 


available as a result of the rate re- 
duction and what appliances could 
thus be operated at no additional 
cost; the major appliances which 
the customer did not have but 
which could be enjoyed for only a 

























L. M. Taylor, sales promo- 
tion and advertising man- 
ager of Mississippi Power 
and Light Co., introduced 
his sales program in this 
manner: demonstrating 
that the housewife can 
“step up to better living”’ 
as she “steps down to 
cheap electricity” through 
new low rates. 





























small cost in addition to the free 
kilowatt-hours available; the low 
“cost to double” present usage; and 
a complete service analysis. 

The salesman advised with the 
housewife about her electrical prob- 
lems and needs and endeavored to 
sell her on buying additional ap- 
pliances; these prospects were then 
turned over to a dealer in the com- 
munity. 

The object of the contest men- 
tioned above was to get every 
housewife to figure out for herself 
how cheap electricity really is. 
Three roasters and six IES lamps 
were awarded each week for 12 
consecutive weeks to the contest- 
ants who turn in the best entries 
completing the sentence, “I know 
electricity is cheap because...” in 
fifty words or less. The contest was 
plugged on the company’s radio 
broadcasts, in newspaper ads and 
in publicity stories. Each week’s 
results furnished excellent oppor- 
tunities for publicity stories in the 
newspapers from the towns where 
the winners live. 

One of the most forceful news- 
paper advertising campaigns in the 
history of the company was re- 
leased during the “Race to Recov- 
ery.” All advertising urged Mr. 
and Mrs. Mississippi to see their 
appliance dealer and buy the equip- 
ment they need to take full advan- 
tage of cheap electricity. Because 
this theme appeared in all ads, 
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great success was achieved with 
dealer tie-in advertising. Dealers 
were sold on the idea that “the 
utility company sells the service; 
the dealers sell the appliances.” 

Cheap electricity was ballyhooed 
effectively in true old-time medi- 
cine show style during the “Race 
to Recovery.” An attractive sound 
truck made the rounds in the com- 
pany’s territory, dramatically prov- 
ing that electricity is cheap and 
urging members of the audience to 
visit their appliance dealer to buy 
the equipment that’s necessary 
“For Better Living.” 

One side of the truck opened up 
revealing the inside as a stage, on 
which was a bicycle attached to a 


15 


generator. Around the walls of 
the stage were grouped such ap- 
pliances as a lamp bulb, a toaster, 
a fan, etc. These were connected 
to the generator and the public was 
invited to “Step up and generate 
electricity—toast a piece of bread, 
light this lamp—and we’ll pay you 
for your work just as our custom- 
ers pay us for doing the same jobs.” 
Payment is made to “generating” 
bicycle riders by cutting one-mill 
tax tokens with a pair of scissors. 

“If you’ve ever had a hard time 
convincing someone electricity is 
cheap,” reports Mr. Taylor, “just 
have them generate half-a-mill 
worth of electricity on such a bike 
and they’ll be convinced!” 


Applianee Sales Inereased by 
House-to-House Survey 


HE prediction of Houston 

Lighting and Power Company 
executives that an immediate mar- 
ket in Houston and vicinity for 
more than a million dollars in 
electrical appliances and equip- 
ment sales awaits aggressive deal- 
ers by virtue of the drastic new 
electric rate reduction, has been 
amply justified. Tabulations for 


the utility-sponsored sales. cam- 





Cheap electricity was ballyhooed in medicine-show style with this ex- 
hibit mounted on a truck. The public was invited to try its hand at 


generating power with the bicycle generator. 


Customers were convinced 


of the low price of electricity when few could earn more than a half of 
a mill, paid to them in tax tokens cut in half. 








paign for the month of July only, 
indicate electrical appliance sales 
of more than $700,000, largely 
made on the basis of certified sales 
leads furnished dealers by the 
Houston Lighting and Power Com- 
pany. Typical of the comprehen- 
siveness of the campaign is the 
fact that 3,500 refrigerator pros- 
pects were located. 

The backbone of the sales drive 
was an intensive house-to-house 
survey made by approximately 
one hundred especially trained em- 
ployees of the Houston Lighting 
and Power Company. Their duty 
was to explain thoroughly the new 
rates, to leave in each customer’s 
hands a copy of the new dealer 
directory, which listed under de- 
tailed captions the local dealers 
handling a wide range of electrical 
appliances; to discuss any equip- 
ment in which the customer dis- 
played an interest; and to secure 
good leads which were turned over 
to cooperating dealers. This work 
was at the sole expense of the util- 
ity. The value of these leads to 
the dealers can be determined by 
the dollar value of appliance sales 
already mentioned above. The value 
of the campaign is further em- 
phasized by the fact that sales for 
the same period last year amounted 
to only $400,000. 

In putting over the campaign, 
the utility used every advertising 
medium at its command to pub- 
licize both the equipment and the 
cheapness of the rates. Slogans 








featured were “Electric Rates are 
Reduced Again,” and “Electricity 
is Cheaper,” and an_ additional 
$10,000, over and above the regu- 
lar advertising appropriation, was 
used to publicize the campaign. 
Media employed included extra 
screen broadcasts, 500 additional 
radio spot announcements, _ bill- 
boards—both poster and _ paint, 
truck banners, bill inserts, window 
cards for both company and deal- 
ers, hand-bills, and newspapers. 

At the time the survey was made, 
householders were presented two 
booklets, the Dealer Directory, 
mentioned above, and a rate re- 
duction booklet which explains the 
rates, shows the savings between 
the old and the new rates, and il- 
lustrates the use of the various 
services the utility sells, together 
with cost of services. It also out- 
lines briefly the plant, its capacity, 
construction, etc., together with 
data showing the ever-increasing 
upward trend of company operat- 
ing expense during the preceding 
24 year period. 

The house-to-house survey in- 
terviews were handled somewhat 
in this manner: The interviewer 
had a copy of the preceding month’s 
electrical bill for each customer 
served by the company. And as he 
interviewed the housewife, he di- 
rected attention to that amount; 
then, referring to the “Cheaper 
Electricity” chart which he also 
carried, he showed the consumer 
just how much free electricity the 
new rate reduction would allow 
her—free because the same money 
would now buy that many more 
kilowatt-hours than before the June 
1939 rate reduction. For example, 
assuming a total usage of 110 kwh 
and a bill of $3.84, the saving on 
the new rate would mean an ad- 
ditional 9 kwh available under the 


new rate for the same $3.84. 


H. E. Dorrill, sales promo- 


tion supervisor, Houston 

Lighting and Power Com- 
pany. 

Next the interviewer 


opened the “Electrical Ap- 
pliance Dealer Directory” 
to pages 28 and 29, where 
a double-page spread, cap- 
tioned ‘‘What the new res- 
idential rate means to 
you,” graphically illustrat- 
ed the possibilities of the 
new electric rate. It was 
shown, for instance, that 
for the hypothetical sav- 
ing of 9 kwh listed above, 
consumer could operate an 


the 
electric refrigerator for only an 
average of 60c a month more than 
she’d been paying under the old 
rate. 

In the event the housewife 


al- 
ready had electric refrigeration, 
19 other appliances were illustrat- 
ed, together with the average 
monthly kwh consumption. As they 
talked, the interviewer circled in 
colored pencil the appliances in 
which the customer evinced an in- 
terest. A listing was made of these, 
and the lead turned over to the 
dealer best equipped to handle such 
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sales. 

At the close of the interview, 
the canvasser sought to know 
whether the housewife had any 


complaints about the service, and 
whether she had any suggestions. 
That the leads so gathered are 
well worth while is proven by the 
fact that one dealer closed 29 sales 
in a week’s time from the leads 
turned over to him. However, in 
spite of all these advantages, the 
merchandise does not sell itself. 
“There is still need for salesmen,” 
said H. E. Dorrill, sales promotion 
supervisor of the Houston Lighting 
and Power Company, who worked 
extensively on the campaign. “A 
salesman is. still required to 
actually close the deal. A customer 
will not purchase a major electri- 
cal appliance merely because of ad- 
vertising or promotional efforts. It 
requires continuous, persistent ef- 
fort on the part of the dealer, and 
the harder the salesman works, the 
more deals he is going to close.” 
Illustrative of the profitable 
sales which await the willing work- 
er, Mr. Dorrill pointed out that 
the first eight days of the survey, 
covering 14,100 homes, unearthed 
more than $200,000 in prospective 
electrical equipment sales. 


Sales Promotion Coordinated 
With Rate Reductions 


HEN the Arkansas Power 

and Light Company put into 
effect greatly reduced residential 
rates in September, it launched 
simultaneously the most extensive 
revenue recovery program in its 
25-year history. 

Faced with a revenue loss of 
$316,000 if customers took advan- 
tage of their savings instead of in- 
creasing their consumption, the 
power company developed a pro- 
gram aimed entirely at boosting 
its load. 

By working for and with the 
newspapers in its territory, the 
company succeeded in obtaining 
the publication in every one of the 
17 dailies and 75 weeklies in its 
territory special sections stressing 
the increased benefits that the 
new rate offered at no extra cost. 

It was the most extensive ad- 
vertising tie-in campaigns ever 
staged in Arkansas. 

Thousands of inches of advertis- 


ing about the new rates, appliances 
and service, as well as many more 
thousands of inches of appropriate 
reading matter were published by 
these papers, unquestionably mak- 
ing readers more “electric-consci- 
ous” than any other one thing in 
many years. 

The new rates for domestic serv- 
ice start at 314 cents per kwh for 
the first 100 kilowatt-hours. The 
second block includes 100 kwh at 
8c per kwh, and all energy in ex- 
cess of 200 kwh is charged for at 
the rate of 2c per kwh. The cus- 
tomer also pays a small service 
charge which varies in the differ- 
ent towns served. 

Prior to launching the program, 
the power company entertained dis- 
tributors and dealers at Couch- 
wood, the country home of Harvey 
Couch, president of the company, 
on one of the lakes formed by Ar- 
kansas Power and Light Company 
hydro-electric dams on the Ouachita 

















river. Here the plans for the en- 
tire program were outlined in de- 
tail by Max Sudduth, residential 
sales manager, and J. F. Tuohey, 
commercial sales manager. They 
were enthusiastically received and 
wholehearted support was pledged. 

The distributors and _ dealers 
were particularly impressed with 
the revelation that through the re- 
duction about 10,000,000 more kilo- 
watt hours would be available to 
customers at no increase in cost, 
and it would take about $7,000,000 
worth of additional appliances for 
the customers to take advantage of 
these increased benefits. 

The utility company will not de- 
pend upon advertising alone to tell 
customers about the new rate 
but will reach every one of its 62,- 
378 residential customers through 
personal contacts. A staff of four- 
teen specially trained men and 
women will work for four months 
on these calls. 

Armed with attractive folders 
that have the dual advantage of 
making the customer interested in 
using more kilowatt hours and 
more appliances, these home con- 
tact men and women are obtaining 
information that is invaluable to 
home appliance dealers. One of 
these folders has an electric serv- 
ice check list which tabulates thirty 
commonly used home appliances. 
The customer is asked to check off 
on the list the various appliances 
already being used. After the cus- 
tomer has checked, the unchecked 
squares provide a record of ap- 
pliances not owned. 

Another folder that is providing 
information the Usage Chart, 
presented to the user to acquaint 
her with the typical monthly usage 
eost of electrical apliances in the 
ordinary home. 
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“Prospect Iunters”’’ Effective 
In Knoxville Campaign 


SPIRIT of 


A records and 


fun helped break 
exceed estimates 
in an electrical appliance sales 
campaign in Knoxville. Electrical 
appliance dealers and contractors 
co-operated with the City of Knox- 
ville Electric Department in what 
called a “Man Hunt” sales 
campaign. 

The 90-day campaign was off to 
a start with a bang when the city 
salesmen lined up and then 
hauled in the city’s “Black Maria” 
to City Court. Safety Director Otto 
Koehl there commissioned them to 


was 


were 


go out on the “man hunt.” 
The sales force then began to 
scour the countryside for ‘“Quin- 


cey Quota,” a mythical person or 
“fugitive” used to represent the 
quota set. 

“Each salesman’s quota was 
really a fugitive until the sales- 
man sold his quota and thus caught 
the fugitive,’ explained Sales 
Manager C. O. Carpenter, Jr., of 
the City Utilities Board. “We just 
adopted the name ‘Quincey’ to make 
it sound snappy.” 

All salesmen and_ sales. girls 
started out at the beginning of the 
campaign as special police and were 
given a small badge bearing that 
insignia. After a salesman had 
made 30 per cent of his quota, he 
was promoted to special officer. 
After reaching 60 per cent of his 
quota he became a deputy sheriff, 
and when he had made 100 per 
cent or more of his quota he was 
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Teaser ads emphasized the “bargain” quality of Arkansas Power 


and Light Company’s new “Thrift Family Electric Rate.” 





promoted to the full rank of pri 
vate detective and was “graduated 
into the same Sherlock 
Holmes, Hawkshaw, Pinkerton, 
Burns, and other famous detec- 
tives.” 


All 


class 


as 


prospects turned over 
to retailers for merchandise or 
to electrical contracters if electri- 
cal work was wanted. 

Dealers put on a concerted drive, 
backed up by advertising, for the 
of the equipment : 
cooking and baking, water heating, 
refrigeration, mechanical cooling 
and and ventilation. 
Electrical contractors united in 
display advertising to make special 
wiring offers. 

Records for sales were smashed 
and 15 salesmen had reached the 
“Quincey Quota” as the 90-days 
campaign came to a_ successful 
close. Percentage of quota reached 
by the 15 ranged from 285 per 
cent by Salesman D. F. Tinsley 
down to 102 per cent by Mrs. Dor- 
othy Godfrey. Others who reached 
the “Quincey Quota” were: H. T. 
Wallin, D. B. Benscoter, J. W. 
Goans, H. B. Jones, J. C. Beck, 
W. R. Jollay, Miss Frances Wylie, 
J. B. Bowman, Miss Ruth Wells, 
J. H. Mullins Jr., A. H. Stansberry 
Jr., L. B. Pierson, and Miss Gladys 
Isbell. 

Before the campaign was launch- 
ed, estimates had been made as to 
what dealer sales should be for the 
three months. For instance, dealer 
sales on refrigerators were esti- 
mated at 900. However, after the 
dealers had turned in their sales 
reports, it was found that a total 
of 1375 refrigerators had been sold 
during the campaign. That com- 
pared with 865 for the same period 
in 1938 and 1358 in 1937. 

The estimated dealer of 
water heaters had been set at 285, 
but instead 318 were sold, as com- 
pared with 138 for the same period 
in 1938 and 131 in 1937. 

A total of 591 electric ranges 
were sold during the campaign, 
compared with 338 for the same 
in 1938 and 472 in 


were 


sale following 


accessories, 


sales 


three months 
1937. 
Electric washing machines by 
dealers totaled 964 during the cam- 
paign, as against 724 for the same 
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Electrical contractors cooperated 

with the City of Knoxville and lo- 

cal appliance dealers during their 

intensive 90-day sales campaign by 

advertising special low terms on 
wiring. 


time in 1938 and 454 for the same 
three months of 1937. 

Radio sales totaled 1354 for the 
three months, against 853 for 1938 
and 1093 for 1937. 

The three months’ “Man Hunt” 
saw sales by dealers run up to 17,- 
033 units, as compared with 14,063 
for the same time in 1938 and 14,- 
650 for the same three months in 
1937. 

All salesmen and sales girls who 
went out after prospects in the 
unusual campaign are employes of 
the City of Knoxville Electric De- 
partment. They themselves did not 
attempt to actually close sales, as 
the city does not sell merchandise, 
but they made it possible for deal- 
ers to sell what the prospects said 
they wanted. 

Each of the city salesmen has a 
“dealer’s prospect memo,” a print- 
ed form on which is filled out the 
date, dealer, customer, address, and 
space to describe what the prospect 
is interested in. There is also a 
printed request for the dealer to 
return the memo to the city de- 
partment. If a prospect expresses 
a preference for a certain product 
then the memo is turned over to the 
dealer who handles that product. 
If no preference is expressed, then 
the prospect memos are distributed 









among dealers by a _ dealer-co- 
ordinator employed by the city. 
Ninety-two per cent of the hot 
water heaters sold as a result of 
the unusual campaign were through 
memos furnished dealers by city 
salesmen. Sixty-five per cent of the 
electric ranges sold were also from 
the memos. The results for these 
two appliances indicate just how 
effective the memos really are. 


Dealer Problems 
Studied in Survey 


(Continued from page 6) 


“Service supplied on a time and 
material basis with time charged 
for at $1.50 per hour.” 

“$3.00 per range service call 
and $2.00 per water heater service 
call, if company assumes full re- 
sponsibility. These amounts are 
reduced to $2.00 and $1.00 respect- 
ively if dealer supplies replace- 
ment parts.” 

“Labor is provided free on all 
appliances except refrigerators. 
Repair parts are charged for at 
actual cost.” 

“$1.00 per hour is charged for 
time, plus list price on material, 


unless material is supplied by 
dealer.” 

Companies serving 95.0°: of the 
total number of domestic custom- 


ers reported that they actively 
promoted appliance sales in some 
form. This promotion ranges 
from sales promotional advertising 
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to intensive merchandising de- 
partments. However, those com- 
panies replying that they did not 


merchandise appliances at all 
served a total of 20.7% of the 
residential customers. Companies 


merchandising appliances to a 
limited extent, in some cases re- 
stricting their operations to the 
sale of small appliances, and in 
other cases restricting it merely 
to certain load-building appli- 
ances such as ranges and water 
heaters, serve 13.39. of the total 
number of residential customers. 
On the other hand, 66.0% of the 
total number of residential cus- 
tomers were served by companies 
operating aggressive merchandis- 
ing departments and handling full 
lines of household appliances. 
Particular attention was given 
to the practice of some companies 
which provide dealers or their 
salesmen with specific bonus pay- 
ments for adding load-building ap- 
pliances such as ranges and water 
heaters to their distribution lines. 
Companies serving 14.5% of the 
total number of residential cus- 
tomers were found to have such 
policies in effect. However, com- 
panies serving 27.1% of the total 
number of domestic customers in- 
dicated that they gave either bo- 
nus payments or campaign prizes 
to dealers and their salesmen dur- 
ing special campaigns. The re- 
maining companies serving 58.4% 
of the residential customers pro- 





A spirit of fun was injected into the special campaign of the City of Knox- 


ville by calling it a ““Man Hunt.” 


Salesmen were hailed into city court at 


start of the campaign where they were commissioned as special police and 
ordered to scour the countryside for the mythical fugitive, “Quincey Quo- 
ta.”” As salesmen achieved prescribed portions of their quota they were 


promoted in rank. 




























vided no bonus payments or sub- 
sidies to dealers or their salesmen 
for the sale of load-building ap- 
piiances such as ranges and water 
heaters. 

Of the companies providing reg- 
ular bonus payments, the amount 
and the method of making bonus 
payments varied considerably. 

The following excerpts were 
taken from replies of companies 
making such payments: 

“Dealers are paid a bonus on 
sales of ranges or water heaters 
handled by the utility companies. 
Dealers’ salesmen are paid bonus- 
es only during special campaigns.” 

“The bonus is paid dealers on 
major appliances after monthly 
quota has been sold.” 

“A bonus of $4.00 is paid for 
each range sale; $6.00 for each 
water heater sale, provided they 
are not replacement sales.” 

“A bonus of $4.00 is paid for 
each range sale and $8.00 for each 
water heater sale.” 

“A $20.00 promotional allow- 
ance is paid to each dealer for 
each range he sells.” 

“Bonus payments of $5.00 for 
each range and $8.00 for each 
water heater, whether new or 
second hand, is paid provided they 
are not replacement sales. These 
amounts are charged back against 


the dealer in the event that ap- 
pliances are repossessed.” 
Commercial Cooking 
Activity Report 

(Continued from page 9) 
Company 65 
Dealer 14 
Dealer-Company 14 
Manufacturers 6 
Manufacturers and Company 4 
Seller 4 
Contractor and Company 3 
Contractor 2 
Kitchen Equipment House 2 


Company and Local Electrician 2 
Miscellaneous Replies 10 
No reply 2 


Plans for 1939 Activities 


More extensive promotion of 
commercial electric cooking sales 
during 1939 was planned by 
eighty-five companies, while eigh- 
teen companies expect to carry on 
the same as last year. 

Over 86% of the reporting 
companies indicate they intend to 
avail themselves of the material 
and help that the Council offers 
for the promotion of this type of 
business. This indication reas- 


sures the Council that its efforts 
are well directed. 
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The use of the material already 
developed will make possible the 
preparation of similar aids for the 
future development of this profit- 
able load. The Council will wel- 
come comments and suggestions 
for future activities. 


Testimonial Type 
Advertising Effective 
(Continued from page 13) 


knows or has heard about, showing 
what they did and how small their 
electric bills were for the service 
they received. If it is an argu- 
ment that an electric range is 
slow, there are ads to show the 
experience of local women along 
this line. The ads break down sales 


resistance far more effectively 
than any company or manufac- 
turer’s “visualizer” or folder. The 


ads also are used as small broad- 
to go into the company’s 
mailing of bills. 

Tampa Electric other 
communities in its trade territory, 
and an early objection to the plan 
was that it would be useless in 
these surrounding towns. A few 
ads were published in the different 
get the local reaction. 
They were just as effective there 
as they were in Tampa although 
the women pictured were of a 
neighboring city. 

In Tampa, Sunday newspapers 
were used to take advantage of the 
larger circulation coverage and 
more leisurely reading habits. 

As a result of the success of the 
campaign with women, Al P. Bur- 
gert, Tampa photographer for a 
national magazine who handled the 
picture assignments, suggested the 
use of testimonials by men. The 
idea sounded good because the 
world is full of men who think they 
can cook and like to have a hand 
in kitchen affairs in their homes. 

When word got around that we 
would start the new series, men 
appeared with claims of their 
culinary ability. One of Tampa’s 
most prominent business men was 
shown cooking his favorite recipe 
of Pompano Papillot on his wife’s 
electric range. The ad showed him 
in a kitchen apron, smoking his 
habitual cigar, and gave his recipe 
along with what he thought of 
electric cookery. 

“Boy, that electric range gets 
hot quick,” he said in the headline. 
Then he went on to tell why he, 
as a kitchen hobbyist, preferred an 
electric range. 

This ad also announced the or- 


sides 


serves 


towns to 
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ganization of “The Ancient and 
Honorable Order of Coqui,” or 
“Gentlemen Cooks,” and _ others 
were invited to send their recipes. 

In this club each member is 
given a certificate of award proper- 
ly framed and worded so as to be 
hung alongside his hole-in-one cer- 
tificate or other trophies. 

The day after the first ad was 
published, the gentleman cook 
walked into my office carrying a 
chef’s uniform that had been sent 
to him by a garment manufacturer. 
He said he had been besieged with 
calls, congratulating and joking 
him on his cooking ability. To show 
the ad was read, his negro cook 
asked him for more information 
on his recipe. 

The men’s recipes are used in 

the cooking schools held in Leisure 
House, a department of the com- 
pany devoted to demonstration 
work. The women attending the 
schools are enthusiastic and their 
requests for the “he-man” menus 
are beginning to surpass those for 
the company’s own. 
House is an important 
part of Tampa Electric’s promo- 
tional program. It is a part of a 
merchandising setup originated by 
the company which has attracted 
national attention. One of the best 
transcribed radio shows on the 
market has been created from the 
name, Leisure House. It is pro- 
luced by Mertens and Price of Los 
Angeles. 

The name, Leisure House, has 
been protected for the exclusive 
use of electric companies, and its 
success in Tampa and the national 
publicity given to the radio show 
are making it an electrical trade- 
mark of real value. 


Leisure 


Value of Display Floor 
Found in Survey 


The effect of appliance displays 
on actual sales is indicated by a 
survey recently completed by the 
Electric Institute of Washington, 
an organization supported by all 
branches of the electrical industry 
of Washington, D. C. The Insti- 
tute survey indicated that approx- 
imately 5,500 of the interviews on 
the Institute’s display floors dur- 
ing 1938 resulted in buying deci- 
sions totaling $613,653. And even 
more significant is the fact that 
approximately 60% of these pros- 
pects actually purchased the items 
discussed at the Institute within 
thirty days after their visit. 
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Fluorescent Lighting Acceptance 
Inereases in Oklahoma City 


TEADY advancement in the ac- 

ceptance of fluorescent light- 
ing has been made in Oklahoma 
City since its introduction there 
on a commercial scale less than 
eight months ago. Recognizing its 
great advantages for certain types 
of illumination, electrical contrac- 
tors and illuminating engineers 
generally, have not tried to over- 
sell the idea, but to make installa- 
tions where conditions were best 
adapted for this advanced form of 
lighting. 

While some demonstration and 
educational work has been neces- 
sary, flourescent lighting has had 
a tendency to sell itself to enter- 
prising merchants who are han- 
dling goods which can be displayed 
to better advantage under fluores- 
cent lamps. 

One of the largest and most in- 
teresting installations of fluores- 
cent lighting in Oklahoma City has 







By O. D. Hall 


been made in a beauty parlor where 
display of goods is not the main 
objective. 

Before fluorescent lighting had 
become more than a novelty in Ok- 
lahoma City, Z. Hirsch, owner of 
the Oklahoma Electric Supply Com- 
demonstration 


pany, arranged a 
set-up in his company’s offices, 
which would permit beauty shop 


operators to work on customers un- 
der fluorescent lighting. 

The demonstrations, conducted 
under supervision of B. H. Hartley, 
illuminating engineer of the Okla- 
homa Electric Supply Co., proved 
so successful that owners of one 
of the largest beauty shops ordered 
a complete installation in their new 
shop completed earlier this year. 

The beauty shop installation is 
described as follows by Mr. Hart- 
ley: 


“A lighting intensity of 50 foot- 
candles at working level of the 
treatment booths was desired. Due 
to the extreme ceiling height of 
twenty feet, it was found that it 
would be necessary to install fix- 
tures and incandescent lamps to- 
taling 4,500 watts to accomplish 
this intensity with general illumi- 
nation. 

“The booths consist of partitions 
8 feet in height with the ceilings 
open. We therefore installed a 
continuous wood trough, 5 inches 
in height and 15 inches in width, 
across the tops of the partitions, 
morticing the trough to partitions, 
leaving the bottom of the trough 
7 ft.-10 inches above the floor. 

“Fixtures were constructed to 
house the auxiliaries for the flu- 
orescent lamps, as well as a specu- 


lar alzac reflector for the three 
20-watt, T-12 daylight lamps, 
mounted parallel to each other. 


Adaptation of fluorescent lighting to drug store merchandising booths, in 


conncction with general 


illumination, is 


shown here. This installation 


in the Alexander Drug Co., shows goods displayed in booths bathed in light 


approaching daylight effect. 





The lamps are concealed behind the trim. 




















These units were recessed in the 
trough and centered over the cus- 
tomer’s chairs in each booth. Where 
mirrors were used in the treatment 
booth, the lighting units were 
placed off-center of the booth, di- 
rectly over the mirror to provide 
direct light on the customer’s face, 
while the light source, being over- 
head, remained out of the line of 
vision. 

“There are ten booths in this 
shop and each is equipped with one 
lighting unit of 3-24-inch, 20-watt 
daylight fluorescent lamps. This 
is a total of 60 watts per booth, 
not including the auxiliaries, with 
initial intensity at customer’s head 
level of 52 foot-candles. 

“The manager and all operators 
are very enthusiastic, claiming 
that the daylight effect has very 
definitely assisted them in hair 
dying and that the well diffused, 
high intensity light is much more 
comfortable than customary in- 
candescent lighting. 

“The cost of the installation was 
approximately three times that of 


the estimated incandescent  sys- 
tem,” said Mr. Hartley, “however 
the difference in cost will be 


amortized within a period of 24 
months, in current saving alone. 
At the time of this installation, no 
power factor correcting equipment 
was available. Approximately 1%- 
tons of refrigeration was gained 
in the air conditioning system as 
a result of the cooler operation of 
these lamps. 

“Three 200-watt direct diffusing 
fixtures were installed overhead to 
create a lighted appearance in the 
upper section of the room above 
the booths. No supplementary fix- 
tures were found necessary in the 
booths.” 


Effective Booth Lighting 


Adaptation of fluorescent light- 
ing to merchandising booths is be- 
ing effectively demonstrated on 
the main floor of the Alexander 
Drug Co., wholesale druggists, Ok- 
lahoma City. The drug establish- 
ment management was introduced 
to the idea during the annual 
druggists’ short course, at the Uni- 
versity of Oklahoma, Norman, on 
January 25 of this year. The Okla- 
homa Gas and Electric Co. gives 
commercial lighting demonstra- 
tions during each of these short 
courses and had lighted the special 
booths installed there with fluo- 
rescent lamps. 

Partially sold on this new form 
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Partial view of fluorescent lighting of show cases and glassedin wall 


the Reeves Camera 


cases in 


Store, 


of Oklahoma City, installed by 


Southwestern Electric Co., Inc... Oklahoma City. 


of lighting for the purposes dem- 
onstrated at the short course, the 
management of the Alexander 
Drug Co., contacted the Oklahoma 
Electric Supply Co. The latter 
worked out plans and made the in- 
stallations which have just been 
completed. 

The wholesale drug firm is try- 
ing to encourage Oklahoma retail 
druggists to install departmental 
booths displaying various types 
of merchandise commonly carried 
in modern retail drug establish- 
ments, under proper illumination. 
It has arranged nine booths on its 
main floor, each seven feet long 
which are illuminated by 20-watt 
daylight fluorescent lamps. Ejigh- 
teen lamps, two to each booth, with 
equipment and reflectors, are so 
skillfully concealed that actual, 
somewhat subdued daylight, seems 
to be flooding into the booths from 
invisible windows in the wall back 
of the displays. 

In each booth is displayed a par- 
ticular line of articles such as 
clocks, baby goods, hygienic and 
sanitary supplies, cosmetics, cam- 
eras and luggage. Lighting units 
for each booth are separately con- 
trolled and can be switched on and 
off at will. 

The preliminary demonstration 
method of selling fluorescent light- 
ing again was worked out success- 
fully by the Oklahoma Electric 
Supply Co., in an originally de- 
signed adaptation for triangular 
mirrored alcove purposes in men’s 
clothing stores. At the time of this 
writing the demonstration period 
had just been completed in such 


an alcove in May Brothers’ cloth- 
ing store, downtown Oklahoma 
City. The trial installation proved 
pleasing that May Brothers 
have asked the electrical firm to 
install two more similar fluores- 
cent lighting assemblies in the 
store. In each alcove are placed two 
18-inch and two 24-inch daylight 
lamps housed in one piece reflector 
units. Mirrored’ alcoves, thus 
equipped, enable the customer to 
view the suit he is trying on from 
every angle without confusing 
shadows and to correctly judge its 
fit and true colors. 


so 


Show Case Units Used 


This same store also is employ- 
ing fluorescent lighting in seven 
show cases on its main floor near 
the street entrance. Fifteen and 20- 
watt fluorescent lamps are in- 
stalled in specially constructed one- 
piece reflectors. These housings 
are practically invisible and shed 
a soothing white light on displays 
of neckties, men’s hosiery, hand- 
kerchiefs and other small articles, 
bringing out the true beauty and 
quality of the merchandise. 

Fluorescent lighting installa- 
tions also were made by the Okla- 
homa Electric Supply Co., in show 
cases on the main floor of W. J. 
Pettees Department Hardware 
store, No. 1, Oklahoma City. Simi- 
lar lamps also are used in wall 
cases and on sloping shelves in the 
basement, where tools and other 


hardware are displayed under con- 
ditions simulating daylight filter- 
ing through the walls back of the 
shelves. 


One hundred fluorescent 
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watt lamps, were included 
Pettee installation. 

An outstanding installation of 
fluorescent lighting has been made 
by Southwestern Electric Co., Inc., 
Oklahoma City. This is found in 
the Reeves Camera Store on North- 


west Twenty-Third Street, Okla- 
homa City. 

A total of twenty-eight units 
were included, one 36-inch and one 
18-inch lamp in each show case 
and glassed-in wall case. There 


are three show cases and four wall 
cases on each side of the central 
aisle. These lamps have an average 
illuminating intensity of 110 foot- 
candles. 

Bill Stout, Jr., manager of the 
Southwestern Electric Co., sold the 
Reeves Camera Store installation 
through plans and explanation of 
the advantages of fluorescent light- 
ing for show and wall case mer- 
chandising display purposes and 
through cooperation with the il- 
luminating engineer of the Okla- 
homa Gas & Electric Co., who gave 
visual demonstrations of the light- 
ing effects in the illuminating dis- 
play rooms of the utility. 

The Southwestern Electric Co. 
claims the first commercial in- 
stallation of fluorescent lighting 
in Oklahoma City completed De- 
cember 12, 1938, for the Midwest 
Jewelry Co., manufacturing jewel- 
ers. A No. 1400 Daybrite unit, 
which included three 15-watt, T-8 
daylight fluorescent lamps was 


placed in six-foot showcases. 


A lighting intensity of 52 

foot-candles at custom- 

er’s head level is at- 

tained by this fluores- 

cent lighting installation 

in Virginia’s Beauty Stu- 

dio, Oklahoma City. 

4 Each of ten treatment 
booths, three of which 

ay are shown here, is 
equipped with three 24- 

an inch, 20-watt daylight 
fluorescent lamps, _ in 


me i. * stalled by the Oklahoma 


— Electric Supply Co., Ok- 
lahoma City. 


5 is ‘*‘This installation 


o—" < proved particularly ef- 


fective in displaying 
silver and gold arti- 
cles against a _ black 
background,” said Mr. 
Stout. “However, be- 
cause the light is so 
highly diffused there 
is not enough sharp- 
ness to prove so ef- 
ive for some purposes in the 
elry business, particularly for 


’ 


showing off diamonds.’ 
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After a little experimentation, 
the Oklahoma Electric Supply Co. 
found that white light fluorescent 
lamps were best suited for illumi- 
nating meat show cases. The com- 
pany first tried daylight lamps in 
meat display cases of one down- 
town food store but found that 
these gave the meats a_ rather 
sickly and clammy appearance. 
After substituting the white light 
lamps in the cases it was found 
that the natural colors of the meats 
and other products in the show 
cases were correctly and pleasingly 
brought out. Such experimenta- 
tion is necessary if the most ef- 
fective applications are to be ob- 
tained in new fields. 

The electric company specially 
designed reflector units 30 feet 
long and installed them along the 
front-top angles of the show cases. 
These reflectors are _ practically 
invisible and their comparative 
coolness particularly adapts them 
for lighting refrigerated show 
cases in which perishable foods 
are displayed. 


Trial Installations to Test 
New Wiring Methods 


MOVEMENT to bring about 

the use of thin wall insulated 
conductors, bare neutral feeders 
and C.N.X. cable in New Orleans 
hes been started by the Electrical 
Association of New Orleans in 
cooperation with the New Orleans 
Public Service, Inc., representa- 
tives of the city of New Orleans 
ard the Louisiana Rating and Fire 
Prevention Bureau. 

The city electrical inspection 
department has agreed to a “fair 
field test” of the equipment in 
specific construction and the Rat- 
ing Bureau has tentatively ap- 
proved the risk angle after an 
inspection of installations of these 
materials by representatives of 
the city, the Association and Pub- 
lic Service and the Rating Bureau 
in cities where it is used. 

A committee of three visited 
Omaha, Neb., Detroit, Mich., Buf- 
falo, N. Y., and other cities where 
the equipment has been in use for 
sometime and returned with re- 
ports so favorable that decision to 
give it an immediate trial in New 
Orleans was reached. 

P. L. Muller, chief electrical 


inspector for New Orleans, said 
that “past experience and the 
knowledge gained on this tour 
convinces me beyond a doubt that 
cur government and the electrical 
industry are actively engaged in 
providing an adequate share of 
electric service for all the people. 
“The low cost new materials 
may be the means of increasing 
copper carrying capacity, outlets, 
efficiency, safety, work hours, 
electric service and profits,” he 
continued. He expressed belief 
that the new equipment may 
“serve as a medium for promoting 
a successful and adequate copper 
and outlet sales campaign.” 
Referring to a stop the party, of 
which he was a member, made at 
Detroit, Mr. Muller said they 
found that approximately 2,000 
residences were wired with C.N.X. 
cable and bare neutrals and that 
thin wall insulated wires are being 
used in rewiring old buildings. 
They saw a bare neutral that had 
been installed in a hospital for 15 
years. He said repeated tests 
showed no radio interference de- 
(Continued on page 70) 


















ARLY disposition of the Code 
cnanges proposed by the Edi- 
son Electric Institute marked the 
first session of the eleventh an- 
rual meeting of the Southern Sec- 


tion, I.A.E.I., in Asheville, Sep- 
tember 18. 
The Southern Section rejected 


practically all of the Edison Elec- 
tric Institute’s proposals by adopt- 
ing a report on the subject pre- 
sented by a special committee ap- 
pointed at the last annual meeting. 
This committee, headed by N. E. 
Cannady as chairman, reported 
that: “The data submitted by the 
Edison Electric Institute on the 
bare neutral, covered neutral, and 
CNX cable, is not sufficient to 
convince a majority of this com- 
mittee that these methods of wir- 
ing are safe. 

“The developments in the manu- 
facture of thin wall insulations by 
the manufacturers have brought 
about an entirely new situation 
that deserves the fullest coopera- 
tion of all.” 

A minority report was also filed 
by members of the committee. 
This minority report concerned 


the proposal of “removal of re- 
quirements for mandatory use of 





Inspectors Take Action on Code 
Changes Proposed for 1940 


rigid conduit in theatres, elevators 
and hazardous locations and of 
metal-clad wiring in garages.” 

The minority group reported 
“that this proposal is perhaps too 
comprehensive, and should have 
brought out the fact that differ- 
entiation should be made between 
fire-resistive theatres of a metro- 
politan district, and non-fire-re- 
sistive structures, combination 
auditoriums, meeting halls, etc.” 
The Section went on record as ap- 
proving this minority report. 

Other members of the committee 
studying the Edison Electric Insti- 
tute’s proposals were Dewey L. 
Johnson, Atlanta; T. W. Bowry, 
Richmond; George Welman, New 
Orleans; and John Flanigen, At- 
lanta. 

With the controversial proposals 
of the Edison Electrie Institute 


Record-breaking attendance 

marked the eleventh annual 

meeting of the Southern Sec- 

tion. Seventy ladies were reg- 

istered, for whom an interest- 

ing program of entertainment 
was arranged. 


disposed of, the balance of the 
meeting was devoted to more or 
less routine discussions of the 
“Article Committee Reports to 
1939 Meeting of Electrical Com- 
mittee.” 

For the most part, the Southern 
Section was in agreement with the 
Article Committees on changes 
proposed for the 1940 Code. Ina 
few instances, however, changes 
and deletions in the recommenda- 
tions of the Article Committees 
were adopted. 

In section 2108, the Section 
voted to retain the 80% rule ap- 
plying to circuits supplying con- 
tinuous loads such as store light- 
ing and similar loads. The Section 
recognized that such a rule should 
be worded carefully and the mo- 
tion included that a committee be 
appointed to study proper word- 
ings for this rule. 

Considerable discussion cen- 
tered about section 2110 relating 
to the spacing of receptacle out- 
lets for residential occupancy. 
The group voted, however, to ac- 
cept the revised wording recom- 
mended by the Article Committee. 

In section 2113, relating to com- 
mon neutrals, the meeting voted 














New officers of Southern Section for ensuing year: left to right, 

Joseph Whitner, secretary-treasurer, Atlanta; C. S. Whitaker, 

president, Durham, N. C.; Frank G. Camus, first vice president, 

Shreveport, La.; and W. A. Stall, second vice president, Jack- 
sonville, Fla. 


that the rule be worded so as to 
require that the common neutral 
be the same size from end to end. 

Another proposed ruling that re- 
ceived considerable discussion was 
that in section 2452 requiring that 
fuse holders for plug fuses of 30 
amperes or less be of approved 
non-tamperable type. A motion 
was carried that requests be made 
of all manufacturers to make their 
non-tamperable fuses of an inter- 
changeable type. 

In section 3019, on coated ma- 
terials, the Section did not agree 
that stables constituted an occu- 
pancy where severe corrosive con- 
ditions are likely to be present. 
The meeting voted that the word 
“stables” should be deleted from 
this rule. 

In general, the meeting found 
all changes proposed by the Arti- 
cle 300 Committee agreeable ex- 
cept that they voted to reject a 
proposal relating to non-metallic 
sheathed cable with uninsulated 
grounded conductors. The group 
also voted that the rule relating to 
the identification of rubber insu- 
lation should not only require that 
rubber-covered conductors have a 
readily identifiable marking to in- 
dicate the grade of insulation, but 
shall require that these markings 
be permanent and continuous. 

In article 320, the Section voted 
to reject the proposed change in 
section 3202 and to leave this rule 
as it exists in the 1937 code. Sim- 


ilar action was also taken on a 
proposed revision for section 3242. 


A motion was adopted that the 
wording of the proposed revision 
of section 3204 on boxes at outlets 
should be revised to read “A box 
or an approved fitting shall be 
installed at each outlet and switch 
point in open wiring.” 

In Article 730 covering outside 
wiring, the Southern Section voted 
to delete the words “electrical me- 
tallic tubing” from the proposed 
revision of section 7301. 

Considerable interest was man- 
ifested in the address of the Inter- 
national President, Dr. Morton G. 
Lloyd, Bureau of Standards, Wash- 
ington, D. C. Dr. Lloyd discussed 
many of the important problems 
now facing the I.A.E.I. and sug- 
gested solutions for some of them. 
Because of the wide scope of the 
proposals contained in Dr. Lloyd’s 
address, President A. J. Bommer 
appointed a committee consisting 
of Dewey L. Johnson, Atlanta, J. 
L. Speights, Richmond, and C. V. 
Reynolds, Savannah, to study the 
proposals in detail and report back 
to the meeting at the concluding 
session at which time definite ac- 
tion would be taken. This com- 
mittee reported back to the meet- 
ing with definite recommendations 
on Dr. Lloyd’s address and all of 
them were adopted by the South- 
ern Section. Excerpts from the 
committee’s report follow: 

“Dr. Lloyd’s recommendations 
with regard to bare neutral and 
covered neutral wiring have al- 
ready helped this Section to join 
other J.A.E.I. sections in declining 
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at this time to support any exten- 
sion of these proposed wiring 
practices, and in opposing any 
present change in National Elec- 
trical Code to permit any exten- 
in the use of such wiring 


sion 

methods. 

“Dr. Lloyd’s recommendations 
with regard to non-tamperable 


fuseholders and fuses, and with 
regard to emergency lighting have 
likewise aided our Section, in its 
actions, to deal soundly with pro- 
posed Code changes on these items 


—harmonious with his recom- 
mendations. 

“In addition to these recom- 
mendations of Dr. Lloyd’s al- 


ready dealt with by this Section, 
and on which our committee now 
offers no additional recommenda- 
tions, there are the following mat- 
ters helpfully dealt with in Dr. 
Lloyd’s address, on which our 
committee makes the following 
recommendations for Section ac- 
tion, by Section endorsement of 
this committee’s report. 

“We recommend that the secre- 
tary of the Section forthwith re- 
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(1) Dr. M. G. Lloyd, president, 
I.A.E.I., Washington, D. C., Mrs. J. G. 
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(3) Mrs. T. W. Bowry, Richmond; 
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Sr., manager, Graybar Electric Co., 
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(5) C. S. Whitaker, president- 
elect, Southern Section, Durham, N. 
C.; H. J. Flynt, electrical inspector, 
Winston-Salem, N. C.; and Clark 
Richardson, Cutler-Hammer, Inc., At- 
lanta. 

(6) Arthur L. Abbott, N.E.M.A., 
New York. 

(7) J. L. Speights, Virginia Elec. 
& Power Co., Richmond; T. W. Bow- 
ry, chief electrical inspector, Rich- 
mond; and E. J. Thibodeaux, super- 
intendent of light and water, Thibo- 
deaux, La. 

(8) C. V. Reynolds, electrical in- 
spector, Savannah; Miss Emmie Mce- 
Kranie, and J. T. Clark, Wadsworth 
Elec. Mfg. Co., Atlanta. 

(9) A popular corner. 

(10) J. C. Parker, city mgr., Eliz- 
abeth, N. C., and Mrs. Parker. 

(11) Miss Ruth Hausman, young 
daughter of Carl A. Hausman, Crouse- 
Hinds Co., Atlanta. 

(12) Mrs. Frank G. Camus, Shreve- 
port, La.; Victor H. Tousley, national 
secretary, I.A.E.I., Chicago; and Mrs. 
J. G. Fisher, Jackson, Miss. 
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Among Those Present in Asheville 











(These candid camera “shots” were made by, and are used through the courtesy of, John B. Booth, district man- 
ager, Bussman Mfg. Co., Richmond, Va.) 
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examine the qualifications of each 
active member, changing to associ- 
ate membership such as are not, 
by a strict interpretation of the 
Articles of Association, entitled to 
active membership, and that in the 
pursuance of this purpose, and 
with regard to prospective new 
active members, the _ secretary 
shall ask of each present prospect- 
ive member the necessary ques- 
tions for the Section records, en- 
tering such questions hereafter, 
on the application blanks to be 
signed by prospective active mem- 
bers... 

“We recommend that the Section 
request the International Associ- 
ation to take any necessary steps 
to secure in National Electrical 
Code, as promptly as possible, new 
rules setting reasonable limits to 
motor starting currents and to 
other related motor characteristics 
so that motor and motor-circuit 
over-current protective devices 
will more adequately protect both 
motor and motor circuit from over- 
current dangers. 

“We recommend that the Na- 
tional Electrical Code be made to 
retain and extend the practice of 
including sufficient requirements 
for the character of materials, de- 
vices and appliances, so that the 
installation requirements of the 
Code will refer to materials, de- 
vices and appliances actually spe- 
cified in the Code itself, so that the 
inspector may have authority in 
the Code for rejecting non-com- 
plying material, as well as non- 
complying methods. 

“We recommend that the Na- 
tional Electrical Code be made to 
include minimum standards rea- 
sonably adequate for urban and 
rural conditions, and in addition 
be made to include such addition- 
al minimum standards as are war- 
ranted for the additional hazards 
in urban congested population or 
congested property value areas or 
zones, and in single buildings or 
groups of buildings, of large prop- 
erty value or containing many 
people, wherever located. 

“By such an extension of the 
National Electrical Code, it is ex- 
pected that fewer local rules will 
be needed or desired by the mu- 
nicipalities and other groups con- 
cerned with assuring the safety of 
numbers of persons and of large 
property values.” 

A question was raised by the 
resolutions committee as to why 
the 1933 National Electrical Code 
was changed to require an in- 
creased insulation thickness from 





3/64 inch to 4/64, plus a protect- 
ive braid, for No. 8 wire. The 
resolutions committee also re- 
quested that the annual meeting 
of the Southern Section resolve 
that I.A.E.I. representatives on 
the Electrical Committee be in- 
structed by the Electrical Council 
to oppose the removal of the pro- 
tective fibrous covering on insu- 
lated electrical conductors until 
such time as they have been fur- 
nished sufficient information that 
will convince them that the con- 
ductors without a braid or fibrous 
covering will make a product that 
will be the equivalent in dielectric 
and mechanical strength and 
maintain its uniform shape in the 
field. The meeting adopted this 
report of the resolution commit- 
tee. 

Because of the considerable 
amount of time required to discuss 
proposed code changes, only a few 
addresses were scheduled on the 
three-day program. The first 
morning session featured an ad- 
dress of welcome by the Honorable 
Holmes Bryson, mayor, Asheville; 
a response by T. W. Bowry, of 
Richmond; an address by the Sec- 
tion president, A. J. Bommer, Dal- 
las; a report of the I.A.E.I. secre- 
tary, Victor H. Tousley, Chicago; 
and an address by the I.A.E.I. 
president, Dr. Lloyd, mentioned 
previously. 

Henry J. Morton, special repre- 
sentative, Edison Electric Insti- 
tute, addressed the meeting Mon- 
day afternoon. At the same 
session John W. Whittington, 
N.E.M.A., New York, presented a 
motion picture entitled “Prevent- 
ing Fires through Electrical Safe- 
iy.” 

Speakers at the Tuesday ses- 
sions were M. M. Brandon, associ- 
ate engineer, Underwriters Lab- 
oratories, New York, who spoke on 
“Proper Wiring of Panelboards.” 
Arthur L. Abbott, N.E.M.A., ad- 
dressed the Tuesday afternoon 
session speaking on “Factors Af- 
fecting the Future of the Electri- 
cal Industry.” 

A discussion of fluorescent 
lighting equipment and design was 
presented by Carl W. Evans, edi- 
tor, ELECTRICAL SOUTH, at the 
Wednesday morning session. 

New officers were selected at 
the concluding session to direct 
the activities of the Southern Sec- 
tion during the ensuing year. 
Those elected were: C. S. Whit- 
aker, electrical inspector, Durham, 
N. C., president; Frank G. Camus, 
city electrician, Shreveport, La., 
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Ist vice-president; W. A. Stall, 
chief electrical inspector, Jackson- 
ville, Fla., 2nd vice-president; and 
Joseph Whitner, assistant chief 
engineer, Southeastern Underwrit- 
ers Association, Atlanta, Ga., sec- 
retary-treasurer. 

Members of the executive com- 
mittee include: Dewey L. John- 
son, superintendent of electrical 
affairs, Atlanta, chairman; C. S. 
Graham, city utilities inspector, 
Jacksonville, Fla.; L. A. Turnage, 
Sonoco Products Company, Harts- 
ville, S. C.; P. L. Muller, chief 
electrical inspector, New Orleans; 
A. J. Bommer, Underwriters Lab- 
oratories, Inc., Dallas. 





Reciprocal Program 
Advertises Florida 


OR the third successive year, 

the Florida Power Corporation 
will carry out a reciprocal devel- 
opment program with power com- 
panies in the New England area, 
it was announced recently by Fred 
R. Francke, assistant to the presi- 
dent of the Florida utility. 

Window displays to ilustrate 
New England’s advantages in the 
summer will be shown in Florida, 
and in return, Florida’s attrac- 
tions will be revealed next fall 
and winter to the freezing public 
in the windows of the New Eng- 
land Gas and Electric Association 
offices in ten cities of the north- 
eastern territory. 

“One of the important features 
of our program of mutual interest 
with New England,” said Mr. 
Francke, “is the opportunity it 
gives us to cooperate in the pro- 
motion of Pinellas County as a 
whole—to provide a new outlet to 
tell the many advantages of our 
excellent climate and industries.” 

The company is also carrying on 
an advertising campaign along in- 
stitutional lines which aims to 
broadcast the industries, recrea- 
tional activities and historical fea- 
tures of Pinellas County. 

In carrying out its reciprocal 
program, Florida Power Corpora- 
tion works with local civic and 
community development organiza- 
tions. Chambers of commerce in 
all of the cities participating in 
the campaign have contributed 
Florida recreational literature for 
distribution in New England and 
last year about 20,000 booklets on 
the sunshine state were distribut- 
ed as a result of this co-operative 
activity. Other northern commu- 
nities may join in the movement. 
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Standardized Test Procedures 
For Ceramie Insulators 


y ERFECT continuity of service 

is the goal of every power sys- 
tem engineer. The achievement of 
this goal depends, among other 
factors, upon the construction of 
generating plants, switching sta- 
tions, transmission lines, substa- 
tions and distribution lines that 
are capable of continuous opera- 
tion under all conditions of weath- 
er, extremes of temperature, wind 
stresses, vibration, and extraor- 
dinary mechanical and electrical 
loading. 

This highly desired feature of 
reliability and service continuity 
depends no more, perhaps, upon 
any single class of construction 
equipment than it does upon the 
ceramic insulator in its various 
forms. 

Ceramic insulators are used in 
central stations for carrying gen- 
erator bus bars and reactors; 
they are used in outdoor switching 
stations for carrying switching 
bus structures; they find a job on 
transformers and outdoor oil cir- 
cuit breakers where strong, weath- 
er-proof bushings are needed; 
they serve an important mechan- 
ical and electrical] function in out- 
door airbreak switches and fuses; 
they carry the load on outgoing 
transmission lines. 

They are equally important in 
all types of terminal equipment, 
being found again on outdoor sub- 
station bus structures, switches, 
fuses, and transformers. They 
find their place on potheads and 
cable seals where lines go under- 
ground. They carry the distribu- 
tion feeders, and they serve a vital 
need on distribution transformers 
in bushings and tap changer 
plates. They are indispensable 
for carrying secondaries and 
house services where their me- 
chanical ability looms as import- 
ant as their electrical insulating 
quality. 

Almost without exception, in all 
of the above applications the in- 


By Edwin M. Meyer 

Chief Electrical Engineer 
Porcelain Products, Inc., 
Parkersburg, W. Va. 


sulator serves a dual function. It 
is a mechanical support as well as 
an electrical insulator. It goes 
without saying that electrical 
failure of an insulator on any part 
of a circuit is fatal to the chances 
of continuation of operation of 
that circuit. A mechanical failure 
may also be fatal as it may cause 
subsequent electrical breakdown 
of the insulator or it may allow 
actual physical contact between 
phase and ground with disastrous 
effect. 


importance of Testing Insulators 


It follows necessarily therefore 
that the problem of determination 
by test of the fitness of an insu- 
lator for service is an item of 
great importance in its manufac- 
ture, and is an item which has 
been and still is the subject of 
cooperative study by manufactur- 


ers and users of insulators. Past 
studies of proper testing methods 
have resulted in the present Amer- 
ican Institute of Electrical Engi- 
neers Standard No. 41 for pintype 
and suspension type insulators, 
and in the National Electrical 
Manufacturers’ Association publi- 
cation No. 35-28, standardizing 
testing methods and requirements 
for outdoor and indoor switch and 
bus insulators. Continued work 
now being carried on by these 
organizations in collaboration with 
with the Edison Electric Institute 
will soon result in the bringing 
out of a new A.I.E.E. Standard in 
which will be set up standardized 
testing procedure for all types of 
insulators. 

A surface consideration of prop- 
er testing methods will immediate- 
ly bring out two fundamentals: 


Fundamentals of Testing 


(1) Design tests must be set up 
to establish the performance char- 
acteristics of a given insulator 
and its ability to serve its dual 





Small pintype insulators are going through inspection and continuous 

60 cycle flashover test immediately before being packed for shipment. 

Behind the operator’s guard screen may be seen the high voltage bus 
and the bushing of the 100 kv, 7.5 kva testing transformer. 














mechanical and electrical function 
under the conditions of weather 
and temperature extremes to be 
encountered in actual service. 

(2) Simple and effective routine 
tests must be devised to check 
every insulator produced as to its 
individual electrical and mechan- 
ical fitness for service. The idea 
of a one hundred per cent produc- 
tion check is axiomatic. 

“These two fundamentals form 
the basis for the philosophy of 
present day insulator testing; in 
each the idea of a combined me- 
chanical and electrical test is car- 


ried out. The design tests form 
themselves into three natural 
groups: 


(a) Destructive tests in which 
it is desired to know at what level 
of performance the insulator will 
fail. 

(b) Semi-destructive or suffi- 
ciency tests in which it is desired 
to know if the insulator will re- 
sist failure at a given level of per- 
formance. 

(c) Non-destructive tests to de- 
termine the electrical flashover 
performance of an insulator. 

Routine or 100% production 
tests, of course, are classed as 
sufficiency tests in which it is 
desired to know if each insulator 
will survive a given test, the idea 
being to select the level of per- 
formance low enough to prevent 
permanent damage to the insula- 
tors that do survive, and still high 
enough to have some value as an 
indication of the fitness of the 
unit for service. 

It will be of interest to describe 
in detail the design and routine 
tests made in fulfilling delivery 
contracts on one conventional type 





The General Electric test- 
ing transformers’ shown 
are rated at 150,000 
volts, 60 cycles, 25 kva 
each. They may be con- 
nected in parallel to de- 
liver 1/3 ampere at 150 
kv, or in cascade to de- 
liver 1/6 ampere at 300 
ky. Note that the unit 
connected to the high volt- 
age bus is on an insulated 
pedestal for cascade con- 
nection in which the trans- 
former tank operates at 
150 kv maximum above 
ground potential. 


of insulator. Consider 
for example a contract 
for standard 534” x 10” 
suspension insulators 
rated at 15,000 pounds 
combined mechanical 
and electrical strength, 80,000 
volts 60-cycle dry flashover volts, 
and 50,000 volts 60-cycle wet flash- 
over volts. 

This insulator is a cap and pin 
Suspension unit of standard de- 
sign having a spacing between cap 
and pin connection of 5%4 inches, 
a shell diameter of 10 inches, and 
is designed for use in strings for 
suspending transmission conduc- 
tors from the towers. It may 
utilize, for example, the ball and 
socket type of connection in which 
the pin terminates in a ball end 
designed to fit into a socket recess 
on the adjacent cap. The number 
of units used for a given trans- 
mission line will depend upon the 
operating voltage and the desired 
spacing between conductor and 
grounded tower; in this case any 
desired spacing may be obtained 
in multiples of 534 inches. 





Such an insulator is illustrated 
in the accompanying diagram. 
The socket cap is made of high 
grade malleable iron, the ball pin 
or stud is commonly a drop forg- 
ing of alloy steel; both are hot dip 
galvanized. The shell is a high 
grade vitreous porcelain, extreme- 
ly dense and made especially for 
high voltage work, and is custom- 
arily furnished with a _ glossy, 





ELECTRICAL SOUTH for OCTOBER, 1939 


vitreous mahogany glaze to pre- 
vent collection of dirt and to ren- 
der the insulator self-cleaning in 
rainfall. 

The combined mechanical and 
electrical strength given above is 
perhaps the most important per- 
formance rating. It means that 
when the insulator is subjected to 
a gradually increasing mechanical 
tension load between cap and pin, 
in line with the axis of the pin, 
and when an electrical potential 
of 75% of the dry flashover volt- 
age, in this case 60,C00 volts, is 
applied simultaneously, it should 
not fail either mechanically or 
electrically at a mechanical load 
below 15,000 pounds. 

In actual practice this is a de- 
structive test as the load is always 
brought up to the point of first 
failure, whether mechanical or 
electrical. If the insulator is ade- 
quate this value is greater than 
15,000 pounds. In average good 
operating practice a string of in- 
sulators of this type would be 
worked at not over 5,000 pounds 
tensile load and at a potential 
stress not to exceed 30,030 volts 
per unit on the end units. Thus 
the factors of safety afforded by 
this test are approximately three 
and two respectively for mechan- 
ical and electrical loading. 


Mechanical Factor Governs 


However, the mechanical] factor 
should be considered governing in 
this case since in theory this test 
is primarily a mechanical test in 
which an electrical potential, suf- 
ficiently above the maximum oper- 
ating voltage to be expected, is 
present for the purpose of detect- 
ing the first incipient cracking or 
opening up of the ceramic shell 
structure. In some failures re- 
corded the insulator may actually 
be pulled in two before electrical 
distress is noted; in others, the 
first failure may be electrical 
puncture of the shell up in the 
head before mechanical distress is 
apparent. In both cases, the in- 
cipient failure is mechanical, the 
electrical potential serving to de- 
tect the weakened structure. 

The flashover voltage of the in- 
sulator is the value at which the 
air breaks down or flashes over in 
the shortest path or striking dis- 
tance between cap and pin. The 
dry flashover voltage is by defini- 
tion (A.LE.E. Standards) the 
value obtained in air at sea level, 
at 77 degrees F., and 65% relative 
humidity (Barometer 762 mm., 
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vapor tension 0.6085 inches of 
mercury). 

The wet flashover voltage is the 
value obtained when the insulator 
is under the same barometric and 
temperature conditions, but sub- 
jected to an artificial rainfall con- 
sisting of a spray adjusted to a 
rate of precipitation of 0.2 inch a 
minute and arranged to strike the 
insulator vertically downdard at 
45 degrees to its vertical axis. It 
has been found that the wet flash- 
over value is quite critically de- 
pendent upon the specific resis- 
tivity of the spray water, especial- 
ly when long strings are tested. 
For this reason the A.I.E.E. stand- 
ards definitely specify the resis- 
tivity; it must not be less than 
6,000 ohms and not greater than 
8,000 ohms per inch cube. Flash- 
over tests are classed as non-de- 
structive tests. 

Acceptance tests for this insu- 
lator would be made in accordance 
with the following schedule: 


(1) Routine flashover test of shells 
prior to assembly (100%). Every 
shell used is subjected to a five min- 
ute flashover test using potential of 
commercial frequency. At the man- 
ufacturer’s option this test may be 
preceded by a damped wave high 
frequency flashover test of from 3 to 
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The essential elements of a damped wave high frequen- 
cy, high voltage ecscillator are shown at the left. The 
pyranol-filled capacitors are rated 9,000 volts, 20 amp- 
eres, .0375 mfd each, and are used three in a series 
bank. An extra set of three is used as a standby bank. 
In the background is an air core, step-up autotrans- 
In the foreground is a motor driven asyn- 
chronous rotary gap which can be adjusted while run- 
ning by means of a chain drive from the operator’s 
station. On the reverse face of the small panel at the 


former. 
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5 seconds duration, using a frequen- 
cy of from 100,000 to 400,000 cycles. 
This test is particularly effective in 
searching out flaws in the outer parts 
of the shell which the low frequency 
test might pass over. Test loss 
should not exceed 5%. 

(2) Routine momentary _ tensile 
test in line with axis of cap and pin 
after assembly (100%). Every as- 
sembled insulator being removed 
from the steam curing chamber and 
cleaned is given a mechanical test 
up to 40% of its combined mechan- 
ical and electrical rating (in this case 
40% of 15,000 pounds, that is, 6,000 
pounds). 


(3) Routine flashover test of as- 
sembled and cleaned insulators fol- 
lowing routine tensile test (100%). 
Every assembled insulator is given a 
damped wave high frequency flash- 
over test at 100,000 to 400,000 cycles 
from 3 to 5 seconds, followed by a 
clean up flashover test for five min- 
utes at commercial frequency. After 
this test, insulators should be im- 
mediately crated for shipment. 

(4) Thermal shock test on speci- 
men assembled insulators (customari- 
ly ten units, but not to exceed %% 
of contract). Insulators are given 
ten thermal shock cycles, each cycle 
consisting of ten minutes immersion 
in hot water at not less than 205 
degrees F’., then immediately plunged 
into ice water at not more than 39 
degrees F. and held for ten minutes. 
Insulators are tapped for evidence of 
shell cracks at end of every cycle and 
are momentarily flashed over at the 
end of the fifth and tenth cycles. 


the capacitors. 





Eighty per cent of insulators tested 
must be electrically and mechanically 
intact at finish of test. 

(5) Puncture test on specimen as- 
sembled units (quantity as agreed but 
not to exceed %% of contract). 
Insulators are subjected to electrical 
potential while immersed in transil 
oil to prevent external flashover, po- 
tential being increased at specified 
rate to point at which puncture 
through head occurs. Puncture volt- 
age should not be less than 4/3 of 
rated dry flashover voltage (in this 
case not less than 4/3 of 80,000 or 
106,667 volts). Mean variation of 
individual values from average value 
should not exceed 10%. 

(6) Combined mechanical and 
electrical test on specimen assembled 
units (quantity as agreed but not to 
exceed %° of contract). This is 
the test described above. Average of 
all test values should not be less than 
the rating. No single test value 
should be less than 85% of the 
rating. 

(7) Dry and wet flashover tests on 
assembled specimens to demonstrate 
ratings. As noted above these tests 
are carried out in accordance with 
very definite A.I.E.E. specifications 
as to test set-up, method of applica- 
tion of voltage, calibration of instru- 
ments, etc. Where the contract spe- 
cifies, 60 cycle and impulse flashover 
tests may also be performed on 
strings of a given number of units 
to demonstrate service adequacy and 
to furnish data for the customer for 
coordination studies in connection 

(Continued on page 70) 





right is a radio frequency ammeter in the output side 
of the capacitor circuit. Operator’s control station for 
the continuous oscillator test appears at right. A 60- 
cycle charging transformer in the cage at the left feeds 
Taps from the air core transformer 
secondary come down to the high voltage oscillator bus 
behind the operator’s guard screen. The motor driven 
rotary conveyor which carries the 6-inch suspension 
insulator shells under the bus has bakelite spokes. 








Low-Cost Service Equipment 


Announeed 


HE Rural Electrification Ad- 
ministration announced _re- 
cently that it has developed, in 
cooperation with several electrical 
equipment manufacturers, new de- 
vices and techniques by which 
low-income farmers may have 
electric service at very low cost. 
Commenting on the develop- 
ments which REA announced, Sec- 
retary of Agriculture Henry A. 
Wallace said: “Wide use of this 
engineering advance, if it proves 
feasible, will make _ electricity 
available to hundreds of thousands 
of farm homes which cannot now 
afford service, even at the sub- 
stantially and progressively low- 
ered costs achieved during the 
four years since the Federal rural 
electrification program started.” 
The new devices consist of a 
small transformer, a new gap for 
lightning protection, a new type 
of circuit breaker, and an under- 
ground wire from the transformer 
to the house which serves both as 
a conductor and as a ground for 
the circuit. All of these pieces of 
equipment which constitute a 
“service” are being produced and 
marketed at very low prices, bring- 
ing the cost of electricity down to 
a point where a minimum bill of 
about $1 a month will provide 
revenue enough for amortization 
of the cost. 


Lower Minimum Possible 


According to R. B. Craig, Acting 
Administrator of the REA, this 
new service will permit a tenant 
farmer or share-cropper to have 
electric light and radio, and pos- 
sibly other small appliances. 

“The minimum bill for each user 
on an REA-financed power line,” 
Mr. Craig pointed out, “averages 
about $2.50 in the South, and $3.50 
to $4.00 in the North. These min- 
imum bills are beyond the means 
of many tenant farmers, who here- 
tofore have been unable to take 
electric service although the pow- 
er lines pass their doors. Use of 
the newly developed equipment 
will make it possible for farm 


families to enjoy the minimum 
benefits of electricity at very low 
cost. 

“It is not possible to use the 


by R.E. A. 


new service drops for farms where 
many appliances are installed or 
where any power equipment is to 
be used. In practical service they 
will permit the simultaneous use 
of a standard electric iron, a radio, 


and 2 or 3 light bulbs. If the 
farmer finds later that he can 
afford to install and use more 


electrical equipment, the service 
can be replaced by one of greater 
capacity and the standard rate 
schedules made applicable. 


Installation Labor Reduced 


“One feature of the installation 
of these new services for low- 
income farms is that the farmer, 
himself, will dig the trench from 
the transformer pole to his house 
in which the service cable is to be 
laid, and then fill it in. This 
contribution of work effects a 
major saving in the installation 
cost. The entire cost of such a 
service is about $35 including the 
transformer, the circuit breaker, 
and the cable. The lowest cost 
service previously available was 
priced at $75 to $100. The cable 
itself is so inexpensive that if the 
farmer does desire to use a larger 
service, it will be cheaper to leave 
the cable in the ground than to 
try to salvage it. 

“REA 


cooperatives in areas 


where tenant farming is prevalent 
will be able to provide electricity 
to low-income families with this 
new equipment at some benefit to 
the strength of their entire or- 
ganization. The consumer density 
per mile will be increased marked- 
ly, and the additional revenue will 
be more than enough to amortize 
the cost and meet the small addi- 
tional maintenance and bookkeep- 
ing expense. Of course, the addi- 
tion of a large number of electrical 
users, even though they are low- 
income users, will open up a huge 
market for manufacturers of wir- 
ing equipment, light bulbs and 
sniall appliances. Moreover, there 
is always the probability that at 
least a few of the users starting 
with the new services will later be 
purchasers of larger appliances 
and will change over to the stand- 
ard service schedule. 

“The development of this new 
equipment is the result of more 
than two years of research and 
negotiation, initiated and stimu- 
lated by REA engineers. The 
equipment now in production has 
been tested thoroughly and prom- 
exceptionally low mainten- 
ance cost. While the price is very 
low, some of the features appear 
to be definite advances over equip- 
ment sold at many times the 
price,” said Mr. Craig. 


ises 


Experimental Jobs Planned 


Present REA plans call for ex- 
perimental installations of these 
new low-cost services on a few 
projects. These will yield data on 
which permanent future policies 
will be determined. 





The transformer, meter and circuit breaker shown here have been de- 
veloped by the Rural Electrification Administration in cooperation with 
several electric equipment manufacturers with the idea of making elec- 
trical service available to thousands of small farm homes that cannot 
afford the type of service available with conventional equipment. 
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Eliminating Moisture from 
Refrigeration Systems 


By Allen Parker 


P to a few years ago, most 

service engineers were particu- 
larly conscious of the disastrous 
effect which resulted when mois- 
ture came into contact with the in- 
ternal workings of refrigeration 
equipment. Most of these early type 
units used sulphur dioxide, which 
has an affinity for water, as a re- 
frigerant. When even the slight- 
est amount of moisture is mixed 
with sulphur dioxide, sulphurous 
acid is formed which immediately 
attacks the metal, causes the ex- 
pansion and float valve and com- 
pressor suction and_ discharge 
valves to corrode and stick, and if 
the moisture is present in suffici- 
ent quantity only a few minutes 
will elapse before the pistons will 
stick so fast that they will have to 
be driven out with a press. Not 
infrequently the motor will burn 
up when the compressor reaches 
this condition. 

It was only natural that the serv- 
ice man was particularly alert in 
his effort to keep moisture from 
the system for a mistake would in- 
evitably mean complete disassemb- 
ling of the entire system, washing 
and removing sludge, gum and car- 
bon, buffing off the corrosion and 
burnishing each individual part 
before reassembling and baking to 
completely dehydrate it. 

Undoubtedly, such _ difficulties 
as those described above, played 
no small part in popularizing such 
refrigerants as methyl chloride and 
freon. Certainly, they do not pre- 
sent such an acute problem and I 
am wondering if, as a result, many 
service men may not have grown 
lax in their precautions to prevent 
moisture from entering refrigerat- 
ing systems. 

Moisture mixed with freon or 


methyl chloride will not result in 
an immediate breakdown of a re- 
frigeration system unless a very 
large amount of moisture has en 
tered the system. However, it can 
be the cause of nagging, trouble- 
some problems. 

Usually, the first noticeable ef- 
fect of moisture in systems using 
the halogenated hydrocarbon re- 
frigerants is the plugging of ex- 
pansion valves. This results from 
the fact the moisture frees itself 
and freezes into a solid, restrict- 
ing the orifice. If the expansion 
valve is heated slowly and carefully 





This 1% hp refrigeration com- 
pressor has just been overhauled 
and is ready for re-installation. A 
large piece of pipe 3 inches in 
diameter and about 3 feet long 
has been made into a dryer. When 
the job is installed, any moisture 
accidentally let in will be elim- 
inated by the dryer 
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so that the ice will melt, the re- 
frigeration unit will again func- 
tion but a repetition of the trouble 
will occur unless the moisture is 
removed. 

Also, it may surprise sume serv- 
ice engineers to know that if mois- 
ture is allowed to stay in contact 
with the halogenated hydrocarbon 
refrigerants, it will slowly react 
with the water to form hydroch- 
loric and hydrofluoric acids. The 
seriousness of such action depends, 
of course, upon the operating con- 
ditions such as the period of time 
that the moisture remains in the 
system, temperature, etc. Such 
acids in present day refrigeration 
systems will soon cause loose bear- 
ings, leaking seals, pitted needles 
on float expansion valves, and 
may even stick the piston or 
rings. Also, corrosion leaves a 
residue of solids composed of metal 
salts and oxides which can soon 
make the compressor valves in- 
operative and increase the friction 
of other mixing parts. Another ef- 
fect will be corrosion forming on 
heat transfer surfaces such as the 
walls of the coils and condensers 
which will materially reduce their 
effectiveness. The action of the 
acid on metal will cause non- 
condensable gas to form such as hy- 
drogen and this will be trouble- 
some to a small degree. 

Oil deterioration is another trou- 
ble that always accompanies mois- 
ture in a refrigeration system. Not 
only is its lubricating value reduced 
considerably but there are other 
types of oil trouble that will re- 
sult from moisture. It is a known 
fact that most lubricating oils will 
dissolve a small amount of copper 
from the lines or the copper alloy 
fittings. As long as this copper is 
held in suspension, there is not 
much trouble to be expected. And 
the moisture or acid in the system 
does not appear to accelerate the 
dissolving action of the oil. How- 
ever, with moisture in the oil and 
with changing of temperature in 
the running cycle, it does appear to 
throw the copper out of suspension 
with the result that the copper 
clings to the walls of the equip- 
ment, pistons, valves, etc. It be- 
comes a source of unending trou- 
ble as the copper plating begins to 
build up and cause such difficulties 
as compressor sticking. 

These facts should be convincing 
evidence that moisture in methyl 
and the freons is equally as serious 
as moisture in sulphur dioxde even 
though its action is not as acute at 
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the beginning. And it is well to re- 
member that trouble can begin with 
a moisture content of as low as 
.01% by weight. 

Let us next consider how mois- 
ture usually gets into a refrigera- 
tion system and the best means of 
eliminating it. Some service men 
are of the opinion that moisture 
in most sulphur dioxide installa- 
tions is taken in through a leak on 
the low side of the system, such as 
a leaking joint or defective shaft 
seal, and that since the low side 
on methyl and freon systems are 
usually operated above atmospheric 
pressure, there would not be much 
likelihood of moisture’ entering 
the system. However, it is entire- 
ly possible that while working on a 
job, the service man will uncon- 
sciously let enough moisture in to 
give trouble. 

For example, many service men 
do not give attention to the mois- 
ture content of the refrigerant they 
use for replacement purposes. They 
believe that the manufacturer 
should take care of that condition 
and of course he should. Unfor- 
tunately, moisture content is not 
always held sufficiently low in re- 
frigerant manufacture. One re- 
liable manufacturer has a_ test 
sheet attached to each drum of 
refrigerant showing the moisture 
content of that drum, thus assur- 
ing the service engineer of the 
safety in using that drum so far 
as the possibility of letting mois- 
ture into the system is concerned. 

The oil used by the service en- 
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gineer may be another source of 
moisture trouble. The oil refineries 
do not give the moisture content 
in oil in percentage by weight but 
specify a dielectric test. Oil pass- 
ing a test of 30,000 volts minimum 
in a standard gap can be consid- 
ered safe and as having moisture 
content not exceeding .01 per cent 
by weight. However, a very slight 
decrease in the voltage test may in- 
dicate a considerably greater mois- 
ture content. In my opinion, oil 
absorbs most of its moisture after 
it leaves the refinery. My sugges- 
tion is that you keep your oil in 
a moisture tight container pro- 
vided with two openings. One 
opening should be used to pour the 
oil while the other should act as a 
breather tube which might be con- 
nected in with a drying 
agent so that the air entering the 
can, as the oil is removed, will be 
moisture free. Never leave the oil 
open to the atmosphere. 


series 


Other Means of Entry 


Of course, there are other means 
by which moisture may gain en- 
trance to the refrigerating system. 
The unit may not have been com- 
pletely dehydrated and evacuated 
during assembly. Or moisture may 
have entered during the installa- 
tion of parts in the field. Again, 
bad gaskets on cylinder heads, slow 
leaks in brine tanks or water cooled 
condensers. may have been the 
source of trouble. All of these are 
means by which moisture may en- 
ter systems that we have always 





In this oven a refrigeration unit is connected to a vacuum pump and 
is being evacuated as it is baked to remove all traces of moisture before 
re-installation. 


Also, a sealed unit is being dehydrated after a leak has 


been repaired on the low side. 








considered having back pressures 
high enough to maintain them mois- 
ture free. 

Once moisture gets into the re- 
frigerating system it is going to 
give trouble and the next problem 
is to decide upon the best method 
of eliminating it. When I encoun- 
ter a system in which I suspect 
there is considerable moisture such 
as might enter as the result of a 
leak in a brine tank, water conden- 
ser coils, cracked cylinder head, 
ete., I first discharge the refriger- 
ant from the system, bring the 
equipment into the shop and com- 
pletely disassemble it, wash it out 
including the cooling with 
carbon tetrachloride, and then re- 
assemble and bake it out in an oven 
at about 250 degrees F. for 
eral hours, pulling a vacuum on the 
equipment of about 29 inches. After 
this, the unit is ready for re- 
installation and recharge with re- 
frigerant and oil. 

On the other hand, many of the 
moisture problems that the service 
engineer will encounter will be of 
the type that have just enough 
moisture to cause occasional trou- 
ble such as a plugged expansion 
valve, which of course would not 
warrant the expense of the above 
procedure. These are the cases 
where the use of solid chemical! 
drying agents may be used to ad- 
vantage. 


coils 


sev- 


Using Drying Agents 


The drying agent should be 
placed in a piece of pipe or tube 
with the diameter sufficiently large 
so that there will be no great 
amount of added resistance to the 
flow of the liquid. The capacity of 
the drying pipe should also be 
Jarge enough to reduce the velocity 
of the refrigerant so that it will 
have more time to come into con- 
tact with the drying agent. Care 
should be used in assembling the 
dryer so as to be sure that the dry- 
ing agent is sealed in at both ends 
with a filter which will prevent any 
of the drying agent from becom- 
ing free in the system. Spun glass, 
mineral wool or felt, backed up with 
a fine mesh screen will serve this 
purpose very nicely. 

There are several drying agents 
available that will work satisfac- 
torily; each having some claim to 
advantage over the other. My sug- 
gestion would be to take your 
choice between calcium oxide, drier- 
ite, activated aluminum or silica 
gel. 

(Continued on page 40) 
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Connecting Diagrams for 
Lap Wound Motors 


Part 4 


By A. C. Roe 


Railway Motor Engineer 
Westinghouse Electric & Mfg. Co. 


ITH this article are pre- 

sented the four-pole, four- 
parallel connecting diagrams with 
standard number of leads. We 
will also discuss the small dia- 
grams used with each connecting 
diagram. 

In the center of each connecting 
diagram there will be found a 
smaller sketch. This is termed 
a “schematic diagram.” Its 
function is to explain at a glance 
the scheme of the main diagram. 

All the connecting diagrams 
basical consist of a number of 
small arcs, the total being equal 
to phases times poles, and each 
ere is numbered. Then for each 
pole there will be two arcs for a 
two phase motor and three for the 
three phase windings. Likewise 
half the arcs will be in one phase 
of a two phase winding, and one 
third in a three phase connection. 
Thus there are many possible com- 
binations into which these arcs 
can be arranged and it is desir- 
able to know how the arcs are 
grouped or arranged in any one 
connection. This can be accomp- 
lished, of course, by checking the 
diagram and making notes, but by 
using the schematic diagrams this 
checking is not required. 

The schematic diagrams are 
made in shape to represent the 
type of connection such as two 
lines at right angles to each other 
for two-phase connections; a “Y” 
or three lines converging to a 
common point and 120 degrees 
apart to indicate the three-phase 
star connection; or three lines 


forming a triangle to represent 
the three-phase delta connection. 

Therefore each leg of a schem- 
atic diagram represents a phase 
and then each small circle in all 
legs indicates a pole phase group. 
Likewise the start and finish of 
each leg in the schematic sketch 
represents the start and finish of 
a phase. 

To construct a schematic dia- 
gram, we start with any phase as 
for example A-phase in Fig. 2 (see 
July 1939 issue) and place as many 
circles as there are poles in each 
leg. Then in each circle insert 
the group number as we flow 
through the phase. In Fig. 2 we 
have groups 1, 4, 7 and 10 in the 
A-phase leg and for the nine lead 
dual-voltage connection a break is 
made between groups 7 and 10. 
The C-phase leg starts on group 3 


HIS is the fourth article of 

a series that will present 

45 modern connecting dia- 

grams for two- and three-phase 

lap wound induction motors 

for use on four, six and eight 
pole windings. 

A master table of the 45 
diagrams was presented in the 
July 1939 issue together with 
the first three diagrams of the 
series. Figures 10, 11 and 12 
of the series appear in this ar- 
ticle together with additional 
explanation of construction 
and use of the wiring dia- 
grams. 


and includes 6, 9 and 12, with a 
break between groups 6 and 9. 
The B-phase leg starts on group 
11, and includes 2, 5 and 8 with 
the break between 2 and 5. The 
star connection is formed by con- 
necting the ends of groups 8, 10 
and 12 together. 

The schematic diagram is really 
a condensed index for each con- 
necting diagram, as it tells many 
items at a glance quicker than one 
could read a written description. 
For example consider Fig. 3. (See 
July 1939 issue). The schematic 
diagram shows that it is for a 
series delta, four-pole, nine-lead, 
dual-voltage, short jumper con- 
nection, that is, each succeeding 
group is three numbers higher, 
that is, 1, 4, 7, 10, etc. 

The arrangement of the pole 
phase groups in each leg of the 
schematic sketch is also helpful 
for checking the odd coil groups 
in windings that have unequal coil 
grouping. As one can see at a 
glance which groups are diamet- 
rically opposite as 1 and 7, 2 and 8, 
3 and 9, etc., Fig. 2 or 3. 

A glance at the schematic sketch 
with Fig. 5 (see August 1939 is- 
sue) shows it to be a four-pole, 
two-parallel star, three-lead, short 
jumper connection. The dotted 
lines XX, YY, ZZ, show it is ar- 
ranged for best magnetic balance 
and for equalizer connections. 
This sketch also shows that the 
tops of groups 2, 4, 6, 8, 10 and 12 
are all connected to a common 
star ring. 

The schematic diagrams do not 
show directly the top to top or 
bottom to bottom jumper between 
groups, but the group numbers as 
1, 4, 7 and 10, Fig. 5, show the 
short jumper, and a glance at 
group 1 of the connecting dia- 
gram, Fig. 5, shows the A-lead on 
the top. From the rule “With 
short jumpers, the phase starts 
and ends on the same end of a 
group,” that is, start on top and it 
will end on the top of a group, it 
is obvious that in Fig. 5 the A, B 
and C leads are at the top, and 
therefore the star connections are 
at the tops of groups 2, 4, 6, 8, 10 
and 12, 

The schematic sketch also shows 
how to convert a star connection 
to a delta or vice versa. For ex- 
ample, consider Fig. 11 and 12. 
We want to change Fig. 12 to Fig. 
11. We find that groups 1, 4, 7 
and 10 are the A-phase groups; 3, 
6, 9 and 12 the C-phase groups4 
and 2, 5, 8 and 11 the B-phase 
groups. We cut the bottoms of all 
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groups free. This leaves us with 
the tops of groups 1, 4, 7 and 10 
connected to the A lead; tops of 
groups 3, 6, 9 and 12 to the C lead; 
and the tops of groups 2, 5, 8 and 
11 to the B lead. We then connect 
the bottoms of all groups to a 
common star ring and we have a 
four parallel star connection like 


ELECTRICAL SOUTH for OCTOBER, 1939 


Or by comparing Figs. 2 and 3, 
(see July 1939 issue) the schemat- 
ic diagrams indicate the funda- 
mental differences between the 
star and delta type of three phase 
connections. In Fig. 2 the current 
fiows toward the star connection, 
whereas in Fig. 3 the current flows 
around the triangle. The schem- 
atic sketch shows that for a star 


connection the ends of all three 
phases are connected together to 
form the star point, whereas in 
the delta connection the end of A- 
phase connects to the start of C- 
phase, the end of C-phase connects 
to the start of B-phase, and the 
end of B-phase connects to the 
start of the A-phase. 

The schematic diagrams can be 


Fig. 11. 


























Diagram for 4-pole, 3-phase, 4-parallel star 


1-parallel con- 
connection. 


Diagram for 4-pole, 2-phase, 
nection. 


Fig. 10. 





used in checking the nine-lead winding to deter- 


mine whether it is a star or delta connection. The 
small schematic diagrams show that the star con- 
nection in Fig. 2 is divided into four separate 
sections, three will have two leads while the fourth 
section will have three leads. These can be found 
with a test light. The schematic diagram for Fig. 
3 shows the delta connection divided into three 
separate sections of three leads each. Thus one can 
tell without removing an end bracket whether a 
motor is star or delta connected. 

Last month we recommended that the group 
markings be copied in a note book for use where a 
diagram is not available. We also suggest that 
small schematic sketches be added to the note book 
as they will be found quite useful to check connec- 
tions and windings in the field. They can also be 
used in conjunction with the group markings and 
layout to make up a diagram on location. 

A rough schematic diagram can be made from a 
winding of which a connecting diagram is not 
available, and it can be used later to construct a 
working connecting diagram. The first step is to 
determine the number of poles, phases, type of con- 
nection and whether it is series or parallel. Then 
make up the skeleton schematic sketch, that 

(Continued on page 68) 














Diagram for 4-pole, 3-phase, 4-parallel delta 
connection. 


Fig. 12. 
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Correct Brush Settings for 
Repulsion-Induction Motors 


By Jack Beater 


NCORRECT brush setting is the 

direct cause of much poor per- 
formance in many repulsion-start, 
induction-run motors. Brushes 
that are even slightly out of posi- 
tion will cause arcing, excessive 
brush wear, burning of the com- 
mutator and loss of starting 
torque. Many motors that have 
been repaired or rewound fail to 
deliver the expected service only 
because the brushes are not locat- 
ed in the correct electrical posi- 
tion. 

It can be taken for granted that 
practically all new motors have 
the brushes properly located when 
they leave the factory, but not all 
motor manufacturers take the 
trouble to mark the brush ring and 
the frame with easy to recognize 
index marks. Many do but some 
do not, and if the motor is taken 
apart without first checking up 
on the index marks the chances 
are, when index marks are not 
present, that the motor will be 
reassembled with the brushes 
more or less out of position. 


Check Index Marks 


Even when clean cut index 
marks are present they are not 
reliable if the rotor has been re- 
wound. The commutator may be 
on the shaft in a slightly different 
position, or the winder may have 
replaced the winding connections 
cne bar to the right or left of the 
original installation. In such cases 
it is obvious that the original 
marks can not be relied upon. 
Therefore the best and safest plan 
is to check the brush setting on 
every motor of this type before it 
leaves the shop, whether it is just 
an ordinary repair job or a com- 
plete rewind. 

Most manufacturers of motors 
having an adjustable brush ring 
mark the ring or the housing in 
three positions. The left hand 


mark is for right hand rotation 
(as viewed from the drive end) 
and the right hand mark is for 
anticlockwise rotation, also viewed 
from the drive end. The central 
mark is to designate the neutral 
position. 


In the exact neutral po- 
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Adjustment of neutral position of 
brushes is facilitated by the use of 
special brushes beveled as shown 
here which make contact with only 
one commutator segment at a time. 











sition the motor will not start in 
either direction of its own accord 
but will run in either direction if 
started by hand. 

While the brushes are never set 
on the neutral position when the 
motor is in service it is still a 
very important factor to have it 
marked correctly. The importance 
of knowing the exact neutral posi- 
tion increases with the number of 
poles in the motor. The reason is 
fairly obvious, for if the neutral 


mark is wrong then the marks for 
right and left hand rotation will 
also be wrong. To set the brushes 
correctly for either rotation we 
must have a neutral position that 
is known to be right. 

Due to differences in design and 
construction the index marks will 
be found in different places and 
en different parts of the motor 
assembly. Some popular motors 
have the marks stamped on the 
end frame of the motor. A pointer 
attached to the adjustable brush 
ring indicates when the brushes 
are in the right position for either 
rotation. On other motors the 
three marks—left rotation, neu- 
tral and right rotation — are 
stamped directly on the brush 
holder plate, and a single index 
mark is stamped on the motor 
housing or end frame. In either 
case the brush plate is shifted 
until the desired position is ob- 
tained. Some few motors have 
only two marks, one for each ro- 
tation, and the neutral position is 
half way between. 

Some few motors have end 
frames that are exactly positioned 
against the main frame by means 
of a dowel pin, but in the majority 
ot motors it is possible to assemble 
the commutator end frame with a 
swing to the right or left of its 
true position. When the index 
marks are stamped on the end 
frame this may result in assemb- 
ling a motor with the neutral and 
running marks considerably out 
of the correct position. With mo- 
tors held together by through 
bolts this is easily done, and the 
exact position of the end frame is 
often hard to determine accurate- 
ly. This is another good reason 
why the neutral mark should be 
checked on every motor before it 
































Typical methods of marking neutral brush position. 
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leaves the shop. 

Finding the exact neutral posi- 
tion of the brushes on the commu- 
tator is rather delicate work but 
can be accomplished without elab- 
orate equipment in a few minutes. 
The surest method is to install a 
special set of brushes kept for the 
purpose. These brushes have the 
working edge beveled to a narrow 
ridge as shown in the illustration. 
The contact surface of the brush 
is held to, about a sixteenth of an 
inch in width so that contact can 
be made with only one bar, where- 
as brushes of the normal width 
may contact several bars at the 
same time. 

With a set of the narrow edged 
brushes in the holders, move. the 
brush ring to what is thought to 
be the neutral position. In, the 
exact neutral position, the motor 
should hum when normal current 
is applied to the motor terminals, 
but the rotor should make no at- 
tempt to revolve in either direc- 
tion. A little movement to either 
side by the brush ring, however, 
should cause the motor to start in 
that direction. When the. exact 
neutral position is located; the 
setting should be checked against 
the neutral mark stamped on the 
motor. If the neutral position is 
different than the original mark, 
a new neutral mark should be 
made with a centerpunch. 

Let us suppose that the real 
neutral position of a rewound mo- 
tor is found to be 1% inch to the 
left of the original mark. If this 
is true, then the correct running 
positions, right and left hand, will 
also be % fo an inch to the left of 
the original marks. New marks 
should be made and the old 
ones obliterated. On undoweled, 
through-bolt motors a small varia- 
tion in the line-up of the index 
marks can be made by loosening 
the through bolts and driving the 
end frame in the required direc- 
tion until the marks line-up cor- 
rectly. 

Another method of checking 
correct brush placement, a method 
especially useful for use on motors 
having the brushes held in non- 
moveable cartridge type brush 
holders held in the end frame, is 
as follows: Clamp motor in vise 
or bolt to bench, connect motor to 
line with an a-c ammeter in series, 
run motor with brushes set for 
clockwise rotation, hold motor 
speed down to about 50 rpm with 
a rope or brake on motor pulley. 
Take ammeter reading, then re- 
peat the test with brushes in anti- 













PEAK STARTING TORQUE 


























. 
LEFT NEUTRAL tRicHT 
The effect of brush setting on 


starting torque is shown by. this 
curve. At true neutral position no 
torque is developed. With brushes 
moved either to right or left, a point 
will be found where starting torque 
is a maximum. Of course, direc- 
tion of rotation is changed as the 
brushes are shifted from one side 
of the neutral position to the other. 


clockwise position. If properly set 
the ammeter readings should be 
the same for either rotation. A 
high reading for one rotation and 
a low reading for the other rota- 
tion shows that the brushes have 
not been located an equal distance 
each side of neutral. Of course, 
in using this test method, it is 
important that the rpm be exactly 
the same for each rotation test. 
The way in which a motor starts 
under no load conditions is no in- 
dication that the brushes are prop- 
erly set. Many shops send a mo- 
tor out as properly adjusted be- 
cause it seems to have a snappy 
start when thrown on the line in 
an unloaded condition, and some 
of these motors will come back in 
a damaged state within a few days 
because they are unequal to the 
task of starting a full load effi- 
ciently. Checking up on brush 
settings will go a long way in 
eliminating comebacks and making 
motors operate satisfactorily. 





Eliminating Moisture 
In Refrigerators 
(Continued from page 32) 


It may be well to point out that 
not all drying agents have the 
same reaction in removing water. 
For instance, the type such as cal- 
cium oxide actually reacts with 
water and forms a new chemical 
state,: that is, it changes from cal- 
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cium oxide to calcium hydroxide. 
On the other hand, a drying agent 
such as calcium chloride or silica 
gel actually absorbs the water in 
much the same fashion as a sponge. 

Some refrigerant manufacturers 
recommend certain drying agents, 
which are included in those men- 
tioned above, for their particular 
gas and in such cases I would 
recommend, of course, that you fol- 
low their instructions. In the past, 
calcium chloride has been almost 
universally used but I would not 
recommend its use any more be- 
cause it disintergrates very rapid- 
ly, being soluble with water to form 
a corrosive brine that may 
damage the system. The best 
results from a dryer can usually 
be obtained by installing it in the 
liquid line which removes the mois- 
ture before it reaches the expan- 
sion valve. Installation in the liquid 
line is also desirable because pres- 
sure losses are made negligible. 

Removing moisture from a sul- 
phur dioxide system has not been 
mentioned and undoubtedly many 
service engineers will not believe 
it is practical to remove it with a 
dryer, anyway. Sulphur dioxide 
gives such short notice of the pres- 
ence of moisture in a system that 
the damage is usually already done 
and the machine sticking before it 
becomes known and the dryer may 
be applied. While the use of a 
dryer may not be worth while in 
such instances, consideration should 
be given to their use on jobs that 
have been repaired and on which 
moisture corrosion has been no- 
ticed on the compressor valves, pis- 
tons, etc. Such a dryer installation 
may save an overhaul job later. 

On new refrigeration installa- 
tions it certainly would appear to 
be good insurance to make certain 
that no moisture will threaten its 
performance. Another helpful idea 
in drying sulphur dioxide is to keep 
in mind the fact that sulphur diox- 
ide has such an affinity for water 
that the moisture can best be re- 
moved after the sulphur has vapor- 
ized and passed on leaving the 
moisture behind which will be slow 
in leaving the evaporator. Ob- 
viously, the logical place to install 
the dryer on the sulphur dioxide 
system is on the suction line. It 
should be installed vertically so as 
not to trap the oil returning to the 
compressor and the discharge end 
should be at the top so that it will 
always be full of liquid thus giving 
maximum contact with the drying 
agent. -. & 
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A SALES FLOOR STOCKED WITH 


ELECTRO-SPEED POWER RANGES 
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HE NORGE line of electric ranges has = , ; 
been engineered, each year, to new <.__ 
high standards of efficiency ... each year it 
has set new standards in styling... in 
over-all beauty . . . each year this constant 
“step-up” has been reflected in increasing 
sales volume and profit for Norge dealers. 


The over-all beauty of the Norge line 
gains the instant approval of the prospect 
and the sales clincher is this list of per- 
formance and convenience features: 
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* Six-position, 5 cooking-heat * Two super-powered oven — = 
switch (standard) units for fast preheating sa ae —- 
* Chromalox inclosed units (tance 
(standard) * Separate Broiler Well _—j = 
‘ ; (standard) 
" aoe oven tewtation * Smokeless broiler grid i —— ss = 
(de luxe models) —as _— 
* 1500-watt well cooker * Practical plate and food ee, 
(optional) warming compartment th 
* Heavy acid-resisting refrig- (de luxe models) me td 
eration porcelain finish * Automatic timer selector i ine 
(standard) switch (de luxe models) sengecly Ghakered pe euagotes ieee oll ae 
* Oversize tank-type porce- %* Abundance of utensil stor- picture dhis fall and winter. peas 
| lain oven lining (standard) age space (standard) Clip this coupon and MAIL NOW! 


NAME___ en “ 


é ‘ pate I eek i. 
NORGE DIVISION—Borg-Warner Corporation, Detroit, Michigan \_—_—/-—————=7e = 
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Thousands of women know 
Calrod’s remarkableefficiency, 
durability, economy by actual 
experience. They tell their 
friends—urge them to be sure 
they get genuine CALROD 
when they buy a range. 


CALROD ®@ Because the heating unit is the vital 
element in the electric range, the greatest problem 
the electric range industry ever faced was to find a 
durable unit that would heat fast without burning 
out. After spending a tidy fortune and a score of 
years in persistent research, Hotpoint engineers 
perfected Calrod, the ideal heating unit. 

After seven years of actual field service there are 
approximately 3,500,000 Calrod coils with Inconel 
Sheath and Glass Sealed Terminals now in use. 
Only 3,500 coils (one out of a thousand) have been 
returned to the factory for any reason whatsoever. 
And half of those had been operated on excessive 
voltage. There has been no sheath failure of any kind. 


The Name 
Everybody 
Knows 


leis“ 6 Shaina, 
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Let Calrod Guard Your Reputation 


Calrod differs from all other range units. Only Calrod 
sheaths are Inconel, the most durable metal known 
to science for this purpose. Only Calrod is hermeti- 
cally sealed with fused glass which prevents oxida- 
tion of the coil and absorption of moisture by the 
insulation. Only Calrod continued to operate after 
7,500 hours in E. T. L. tests—equal to 30 years’ use. 
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Hotpoint introduced 

the 5-Heat Switch with 

Slow Make and Break 
Contacts and again raised the 
Standard of Electric Range 
Performance. Hotpoint lead- 
ership means more to you 
than a mere term. It makes 
sales easier. 


There are approximate- 
ly a quarter million of 
Hotpoint’s new switches 
in use today. Their perform- 
ance is 99.92% perfect—setting 
a new high standard for long 
life in switches, There is no 
need to ask your customers 


You can’t wear out the new Hotpoint 
to be satisfied with less. 


Switches. Hotpoint research amazed the 
electric industry with its new Slow Make and 
Break Switches. Result is a switch that will operate 
be sa ae Glew, Geta Sees saten EDISON GENERAL ELECTRIC APPLIANCE CoO., Inc. 
5614 West Taylor Street, Chicago, Illinois 
have proved this durability. Field use verifies it. 
Hotpoint engineers claimed 60,000 cycles for their 
“ ee switches under full range load. Electrical Test- Over % of all electric ranges in use today are Hotpoint — 
ing Laboratories, with independent tests, proved that far more than any other make. For more than 30 years 
68%o of the new Hotpoint switches tested by them Hotpoint has led the industry with research, engineering, 
passed 200,000 cycles under 20 amp. load. Equal to electric range improvements. Hotpoint means advanced 
nearly 50 years of normal use. features, The name Hotpoint on an electric range is a great 
All Hotpoint ranges are completely equipped with sales asset. It’s easier to sell Hotpoint than to sell against it. 
these remarkable Hotpoint-built switches. 
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NEWS of the INDUSTRY 
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Range Promotion 


Gets Under Way 





A brand-new electric range pro- 
motional program with plenty of 
popular appeal is being offered to 
utilities and dealers for fall use by 
the Modern Kitchen Bureau, an- 
nounces H. L. Martin, bureau man- 


ager. 
This program is expected to 
prove particularly sales-worthy 


because of several natural ele- 
ments that went into its making. 
One of these is that it capitalizes 
on the fact that Americans like 
expositions and that this is an 
exposition year. 

The name, National Electric 
Range Exposition, it is believed, 
will prove a powerful magnet in 
attracting the hometown folks to 
stop, look, and see. 

Next, the theme for the exposi- 
tion has been chosen with par- 
ticular care. It is: “Change to 
clean, safe electric cooking now 
that it is fast and cheap.” 

The reason for the choice of 
this particular theme rests on a 
recent coast-to-coast survey, made 
to discover why women do—or do 
not—buy electric ranges. 

The survey disclosed that they 
buy electric ranges because elec- 
tric cooking is clean... because 
electric cooking is safe. They hes- 
itate to buy because they think 
electric cooking is slow and costly. 
They do not yet realize that elec- 
tric cooking is actually fast and 
cheap. 

Around this theme and the ex- 
position idea the bureau has cre- 
ated a three-phase promotion. The 
first phase of the promotion con- 
cerns itself with display. 

Here the bureau provides a 
large sales banner to be used as 
the curtain-raiser for the dealer 
or utility’s own show. It an- 
nounces the Exposition, dramat- 
ically presents the theme, and in- 
vites prospects to visit the store 


display. 
Another display aid consists of 
store arrows — colorful, brief 


pointers that can be strung on 
wires leading from window or door 
to the inside floor display. They 
take up where the banner leaves 
eff, repeat the sales message, 
guide prospects right to the floor 
samples where salesmen can get 
in their best licks. 

The second phase of the bu- 
reau’s promotion takes the sales- 
man into consideration. Here, a 
selling guide, giving a step-by- 
step method for effectively pre- 
senting the sales story, is provided 
for use in sales training. Meth- 
ods and suggestions for building 
store displays are also provided 
by the bureau. 

The third phase of the promo- 
tion is outside the store, and for 
use here the bureau is providing 
radio spot announcements of from 
20 to 100 words, newspaper ad- 
vertisements, and a hard-hitting, 
prospect-getting direct mail cam- 
paign. 


Alabama Sales Spurt 
Upwards in July 


Electric appliance sales in July 
by the Alabama Power Company 
and dealers on its lines totaled 
$562,000 or slightly more than 25 
per cent of the entire volume of 
$2,000,000 sold by dealers and the 
company during the first seven 


ELECTRIC COOKING’S 


wear ar rue 

: }rup oF a switen . .- 

: ) ELECTRIC 
COOKING’S 





The sales 


months of the year. 
pace continued during August. 
The company reported this is an 
all-time high of electrical appli- 
ance sales in its history. It at- 
tributes this volume to low rates 
at which these appliances may be 
used, and to the intensive sales 
training program it conducted. 
The sales volume of electrical 
appliances for the year in the area 
served by Alabama Power Co. is 
expected to be between three and 
one-half and four million dollars. 


Georgia Salesmen Win 
World’s Fair Trips 


Twenty-six of the twenty-seven 
free trips to the World’s Fair of- 
fered by Georgia Power Company 
in its “Head Start Merchandise 
Campaign” were won by champion 
sales people. Only the home laun- 
dry department failed to produce 
a campaign winner. Company 
sales of appliances in the cam- 
paign totaled $757,507 or 94.69 per 
cent of the $800,000 quota object- 
ive. 

Jack McDonough, Rome division 
manager, won the trip offered the 
leading division manager in the 
campaign. Temp Davis, of Rome, 
and Frank Dodd, of Augusta, won 
the two trips offered division sales 


AS | THOUGHT... 
ELECTRIC 


Cleanliness, safety, speed and economy are the features claimed 
for electric ranges in MKB’s “Electrical Range Exposition.” 
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we serve. 





Waiting for you... in Georgia 
90,000 PROSPECTIVE CUSTOMERS 
For Better Home Lighting 


New electric rates of this Company have created an almost irresistible 
opportunity for Georgia families to provide their homes with the kind of 
light they have always wanted. With “Free Electricity” provided in the 
new rates—90,000 Georgia homes out of 170,000 on our lines can use 
the current needed to add an I. E. S. lamp, or its equivalent in better 
light, at no increase at all in their monthly electric bills. Tens of thou- 
sands more can perform the same self-service at a cost so low that even 
the keenest eyes couldn’t find its tiny dent in the family budget. 


Electrical dealers in Georgia are bound to feel the sales-making effect 
of this new situation—and of the intensive state-wide campaign now 
being waged by us to carry this story into every one of the Georgia homes 


Georgia Power Company 




















October Special 


Model “9” Eureka 
Vacuum Cleaners 


$6.95 each 


Fully Guaranteed 


Catalog upon Request 


Talley Vacuum 
Cleaner Co. 


510 S. Tryon St., — Charlotte, N. C. 




















WE BUY — SELL — RENT 


REBUILT 
MOTORS 


AND 


GENERATORS 
Motor Rewinding For The Trade 


V-C ENGINEERING CO., INC. 
1004 Main St., Norfolk, Va. 


Write for Catalog 175 











*X"E'R )\ Values Speed Demand 
for the“ Oo Ry Coffee Brewer 











Sensational Records 
Prove CORY Sturdiness 


At the N. Y. World’s 
Fair, 910,000 cups of cof- 
fee were served at one 
eating place in 70 days 
with glass breakage of 
only 17 pieces! A triumph 
for CORY compact 
streamline design and 
special-formula CORN- 
ING glass. Stands up 
under heat and service. 
Modern and easy to 
clean! It has caught the 
public fancy. 





@ New streamline de- / 
sign hee; 


@ Wide-neck, easy to 
clean 









@ Steadier-standing 






@ Matched de _ luxe 
equipment _ included 
in price 








@ All electric units 2- 
heats (Hi-Low) 









: y! NO METAL! 
LTERS ARE SPEED : 
BOTY MARVELOUS COFFEE ANG LA 


Big Profit Opportunities 
In CORY Brewers and CORY Glass Filter Rods 


CORY RODS fit other brands of glass coffee brewers and make 
them all glass. Brew superb coffee and tea untouched by metal. 
Selling in vast quantities at 50 cents. An extra value with all 
CORY Brewers. 

Other EXTRA CORY values are: Complete de luxe equipment 
included in price. Buyer gets: Hinged Decanter Cover, Combination 
Cover and Stand for Upper Glass, Measuring Cup. These fittings and 
easy grip Handle are in matching ivory-tone Bakelite or Black 
Durez. Over 14 superiorities in all. Write for catalog. 


GLASS COFFEE BREWER CORPORATION 
325 No. Wells St., Chicago, Hil. 
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supervisors. 
Other winners included G. L. 
McWilliams, Atlanta; N. A. R. 


Lawrence, Augusta; Carlton Wick- 
er, Rome; Sam Strauss, Statesbo- 
ro; Dave Pressly, Canton; H. 
D. Everett, Jr., Statesboro; Joe 
Wheeler, Canton; Jimmy Bolton, 
Tifton; F. A. Baker, Brunswick; 
W. W. Moore, Gainesville; C. J. 
Bass, Atlanta; Nat Carswell, Atlan- 
ta; W. H. Sharpe, Decatur; Frank 
Hayley, Atlanta; W. H. Austin, 
Atlanta; Rupert Hobbs, Rome; P. 
E. Talley, Macon; J. B. Barrow, 
Augusta; Mac Pickard, Columbia; 
G. W. Joiner, Athens; G. G. Brant- 
ley, Dahlonega; Pete Rivers, Met- 
ter; and Miss Nora Donahoo, Co- 
lumbus. 





Electrical Appliance 
Club Organized 


Henry H. Tucker, president, 
Fones Bros. Hardware Company, 
of Little Rock, Arkansas, was 
elected president of the newly or- 
ganized Electric Appliance Club 
of Arkansas. 

Other officers named at the first 
meeting were John H. Hunt, vice- 
president, Bush Caldwell Compa- 
ny, Little Rock, who will serve as 
vice-president of the association; 
and Frank Burke, sales manager, 
555, Inc., who was elected secre- 
tary-treasurer. 

Organized as an association for 
all wholesalers and retailers in 
electrical appliances in Arkansas, 
the club will have as its sole pur- 
pose the promotion of greater 
sales of electrical appliances to 
the public. 





New Firms, New Stores, 
and New Lines— 


Jones-George Electric Company, 
Aiken, S. C., has just finished re- 
modeling their office and show 
rooms, with a complete new arrange- 
ment of stock, new equipment and 
fixtures, all wired for display. 

_ Mr. Jones states that their stock 
is now complete and sufficient to 
meet the demands of the people of 
Aiken County. A complete line of 
refrigerators, ranges, fans, air-con- 
ditioners, small electrical appliances, 
and a modern radio service depart- 
ment are included in the new store. 





The Phelps Refrigeration Company 
opened for business recently in a 
new location at 515 S. Tryon Street, 
Charlotte, N. C. Headed by W. L. 
Phelps, this concern handles the Hot- 
point lines of households refrigera- 
tors and ranges and other appliances. 











Charles E. Walker, who for several 
years has been in charge of electrical 
appliance service for the Tennessee 
Electric Power Company, has been 
appointed authorized service agent 
for Frigidaire in Columbia, Tenn. 


* + 


The Cowan Electric Company of 
Dublin, Texas, has moved to a new 
location in the Utterback Building. 


* + 


Hubert Hightower’s, a store featur- 
ing electric refrigerators, radios, and 
other household appliances has 
opened in the Henderson Building on 
College Street, in Sulphur Springs, 
Texas. Freeland Walker, well-known 
local salesman, has been employed as 
manager of the new firm which also 
has a store in Mt. Vernon. 


* %* * 
Robert Waller and Lawrence 
White, well-known Murfreesboro, 


Tenn., business men, have announced 
the formation of the Waller-White 
Company to handle electrical appli- 
ances of all kinds. The company 
will be located in the former district 
office of the Tennessee Electric Pow- 
er Company and will also operate an 
appliance repair shop on South Wal- 
nut Street. 

Mr. Waller, who has had sixteen 
years experience as merchandise 
salesman and district merchandise 
manager with the Tennessee Electric 
Power Company, will be in charge of 
sales. M. R. White, who was for ten 
years district service manager with 
the same company, will be in charge 
of service. 


%* & 


Roten and Jeffers Modern Appli- 
ances is the name of a new firm 
opened recently in Hamilton, Texas, 
in the Perry National Bank Building 
by W. C. Roten and Francis Jeffers. 
The company will stock a complete 
line of electrical household appli- 
ances featuring Hotpoint products. 


* * * 
Joe Morris, who for several years 


was connected with the Tennessee 


Electric Power Company as appliance 
salesman and service man, has opened 
an electric appliance service shop in 
Waverly, Tenn. 


* %* 

The F. and S. Electric Company, of 
Bassett, Virginia, a recently organ- 
ized partnership between O. W. 
Franklin and J. Ralph Stafford, has 
purchased the electric department of 
the Southern Sales Company and will 
operate it as an electrical appliance 
sales and general electrical contract- 
ing business. 


* %* 

The Wilbur Jackson Furniture and 
Appliance Company of Chatsworth, 
Ga., opened its doors to the public 
early in September in the Shelton 
Building on Market Street. The 
building has been completely remod- 
eled and enlarged especially for the 
new business. 

Featured in the appliance division 
of the store will be the complete line 
of General Electric, Norge and Easy 
household appliances. 
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The Bennett Electrical Appliance 
Company of Hot Springs, Ark., has 
just moved into new quarters in a 
completely remodeled building locat- 
ed at 1312-16 Central Avenue. Ben- 
nett Company, which has been oper- 
ating for nearly three years, has aug- 
mented its appliance stock to include 
a wide range of Maytag, Norge and 
Philco appliances. 


* + 


The Bradfield Electric Company, 
of Rome, Ga., recently announced 
the addition of commercial refriger- 
ation service to its business. New 
and used commercial fixtures, air 
conditioning and repairs for all types 
of electrical refrigeration equipment 
will be featured by the company. 


* * * 


The Taylor Electric Company of 
Williamston, N. C., has recently been 
named exclusive dealers in that sec- 
tion of North Carolina for Frigidaire 
refrigerators and electric ranges. 

D. Taylor is general manager and 
proprietor of the company. 





Florida Dealers Make 
Good Showing in August 


Figures compiled by Florida 
Power & Light Company show that 
Miami dealers did a_ sizeable 
amount of business during the 
month of August. Part of this is 
due to increased interest in elec- 
trical appliances brought about by 
the distribution in July of $3,600,- 
000 rate rebate to Miami subscrib- 
ers by the Florida Power & Light 
Company. The psychological reac- 
tion was that electricity must be 
cheaper now if there was such a 
substantial refund over old rates, 
and that it would pay to use more, 
particularly in the kitchen. Here 
are the figures for dealer sales 
for the month: 


Lamp bulbs 38,263 
Lamps, floor and table 1,953 
Wall lamps 95 
All other lamps 2,232 
Home ventilating fans 1 
Air conditioning units 2 
Domestic refrigerators 714 
Ranges 229 
Water heaters 6 
Home water coolers 1 
Radios 1,523 
Toasters 671 
Percolators 575 
Waffle irons 185 
Roasters 89 
Grills 202 
All other table cookery 172 
Irons 1,057 
Ironers 1 

Heating pads 39 
Sun lamps 20 
Vacuum cleaners 175 
Washing machines 157 
Fans 857 
Mixers 212 
Domestic pumps 18 
Clocks 407 
Sewing machines 102 
Other motor driven devices 142 
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Contractors Hold 
Annual Convention 


Electrical contractors from all 
parts of the United States gath- 
ered in Philadelphia, at the Belle- 
vue-Stratford Hotel, for the thir- 
ty-seventh annual convention of 
the National Electrical Contrac- 
tors’ Association, on October 9, 
10, 11 and 12. 

Following an address of wel- 
come by Horace P. Liversidge, 
president, Philadelphia Electric 
Company, and the address of the 
association’s president, Earl N. 
Peak, the Monday morning session 
was occupied with reports by divi- 
sional committeemen on associa- 
tion and business conditions 
throughout the country. 

The Monday afternoon meeting 
featured a closed session for 
NECA members exclusively, em- 
ploying members of International 
Brotherhood of Electrical Work- 
ers. Among the speakers address- 
ing this meeting were E. C. Carl- 
son, chairman of NECA Labor Re- 
lations Committee; D. W. Tracy, 
president, I.B.E.W.; L. K. Com- 
stock, chairman, Council on Indus- 
trial Relations for the Electrical 
Construction Industry; and Earl 
Whitehorne, of McGraw-Hill Pub- 
lishing Company. 

“Wasted Watts” was the subject 
of J. Walter Collins, secretary of 
the Electrical Contractors Associ- 
ation of Chicago, who opened the 
Tuesday morning session. He was 
followed on the program by Ray 
W. Ashley, of the Research De- 
partment of the same association, 
who spoke on “Neglected Costs.” 
“Competition and the Law” was 
the subject of Walter J. Walsh, 
attorney of San Francisco. His 
address was followed by a general 
forum hour for discussions by all 
contractors in attendance. 


Selling Features Program 


“More Effective Selling the Key 
to Electrical Contracting Busi- 
ness” was the subject of an ad- 
dress by Howard Williams, vice- 
president, Tradeways, Inc., at the 
Wednesday morning_ session. 
George Andrae, NECA member on 
electrical committee, N.F.P.A., 
also addressed this session, dis- 
cussing the proposed code changes 
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in relation to the electrical con- 
tracting business. 

The Wednesday afternoon ses- 
sion featured another closed meet- 
ing for NECA members exclusive- 
ly employing members of I.B.E.W. 
Also heard at this meeting was a 
report from field representative 
Paul M. Geary, of NECA Labor 
Relations Committee. 

Two addresses were presented 
at the concluding session Thurs- 
day morning. F. Stuart Fitzpat- 
rick, manager, Construction and 
Civic Development Department, 
Chamber of Commerce of the U. 
S., spoke on “Mobilizing the Con- 
struction Industry.” “Home Build- 
ing for the Low Income Brackets” 
was the topic of Joseph O’Brien, 
director of Electrica] Research, 
John B. Pierce Foundation. 





White Heads Georgia 
Contractor Group 


Headed by K. D. White, of At- 
lanta, as president, all officers of 
the Georgia Electrical Contrac- 
tors’ Association were re-elected 
at their annual convention in Ma- 
con, September 14. 

Other officers include T. H. 
Fulton, of Atlanta, vice president; 
W. R. Puckett, of Atlanta, secre- 
tary-treasurer. Approximately 40 
representatives attended the meet- 
ing. 

The next general meeting of the 
state association will be held in 
the fall, the date and place to be 
decided later. 

Speakers included L. E. Kite, 
executive secretary of the North 
Carolina Electrical Contractors’ 
Association; H. E. Smeeten, At- 
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lanta, of the Georgia Power Com- 
pany; T. F. Fleisher, of Atlanta, 
and D. B. Clayton, district com- 
mitteeman. 


Durham Settles 
Outlet Controversy 


Long controversy over the pro- 
visions of the city electrical code 
at Durham, N. C., were ended Sep- 
tember 5 when the city council 
adopted a revised ordinance cut- 
ting in half the number of base- 
board outlets required in homes. 
Numerous citizens had protested 
that the old ordinance, which re- 
quired an outlet for every 20 feet 
of baseboard, was too exacting. 
The matter has been before the 
city council for several months. 





Electrical Contractors 
Must Pass Examination 


An ordinance requiring local 
electrical contractors to pass ex- 
aminations before being granted 
licenses to operate was passed by 
the city commission of Tallahas- 
see, Fla., August 30. The ordin- 
ance sets up an examining board 
but members have not yet been 
announced. 





Harth Company Opens 
In Columbia, S. C. 


Permanent quarters are now be- 
ing prepared at 908 Main Street, 
Columbia, S. C., for the Harth 
Electrical Contracting Company, 
Inc., now open in temporary quar- 
ters at 121 South Bull Street. 











In this attractive building, the J. R. Hime Electric Company utilizes the 
entire front as display space. Venetian blinds protect displays from 
morning sun. Places of business must be carefully planned to comply 


with building restrictions in West Palm Beach, Florida. 
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Exchange Engineers 
Meet in Atlanta 





Members of the Engineering and 
Operation Section of the South- 
eastern Electric Exchange held 
their first meeting of the new ad- 
ministrative year at the Henry 
Grady Hotel, Atlanta, Ga., Sep- 
tember 28 and 29. R. I. Butter- 
worth, general superintendent, 
Fast Tennessee Light and Power 
Company, presided over the meet- 
ing. 

The application of series ca-~- 
pacitors for voltage regulation on 
distribution lines was discussed 
at the Thursday morning session 
by C. C. Moler, distribution engi- 
neer, The Potomac Edison Compa- 
ny, Hagerstown, Md. J. D. Hoff: 
man, Switchgear Division, Gener- 
al Electric Company, Philadelphia, 
also addressed this meeting, his 
subject being “Modern Switch- 
gear.” 

Henry B. Sargent, vice-president 
in charge of operations, Mississip- 
pi Power and Light Company, was 
one of the speakers at the Thurs- 
day afternoon session. His sub- 
ject was controlling operating ex- 
penses. 

Switching transients and their 
significance in power system de- 
sign was the subject of a talk and 
demonstration by R. L. Witzke, 
central station engineer, Westing- 
house Electric and Manufacturing 
Company, Pittsburgh. Mr. Witzke 
presented a most interesting dem- 
onstration of transient phenomena 
making use of a portable minia- 
ture electrical system. The Thurs- 
day afternoon session was con- 
cluded with a demonstration of 
pole top resuscitation presented by 
the Georgia Power Company. 

At the Friday morning session, 
L. C. Flournoy, superintendant of 
distribution, Alabama Power Com- 
pany, Birmingham, discussed ex- 
perience from operating rural sys- 
tems. He was followed on the 
program by J. F. Pennington, su- 
perintendent of wholesale opera- 
tions, Georgia Power Company, 
who spoke on the reclaiming of 
transformer and switch oil. 

The principal feature of the Fri- 
day afternoon session was a round 
table discussion on transmission, 
distribution, metering, utilization, 


and transportation problems. A 
closed meeting for members only 
was held Friday afternoon to pro- 
vide opportunity for a full discus- 
sion of apparatus and equipment 
troubles and failures. 


Results Announced 
In Safety Contest 


Final results in the public utili- 
ties twelfth annual safety contest 
for the twelve months ending June 
30, 1939, have been announced by 
the National Safety Council, Inc., 
Chicago. 

One hundred and_ sixty-three 
companies participated in the 
1938-1939 contest representing 
162,727 employees. The average 
disabling injury frequency rate 
for all companies was 8.784. Of 
the various divisions in the con- 
test, combination gas and electric 
companies had the lowest fre- 
quency rate, averaging 7.473. 

Frequency rates averaged 13 
per cent lower than in the 1937- 
1938 competition but the largest 
reductions were in electric com- 
panies, averaging 21 per cent. 

Thirteen companies’ went 
through the contest without a sin- 
gle disabling injury and of these, 
the Gulf Power Company, Pensa- 
cola, Fla., worked the largest num- 
ber of man-hours—500,994. 

A number of southern utility 
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companies ranked high in the con- 
test awards. Among the combina- 
tion gas and electric companies, 
the Virginia Electric and Power 
Company was first in its group, 
having only five disabling injuries 
for 3,997,997 man-hours worked, 
representing a frequency of 1.251. 
Oklahoma Power and Water Com- 
pany, Sand Springs, Okla., was one 
of three companies in group C of 
the combination gas and electric 
companies reporting no disabling 
injuries during the period. Gulf 
Power Company, Pensacola, Fla., 
was one of nine companies report- 
ing no disabling injuries during 
the period in its electric division 
group. 

In the gas utility division, the 
Dallas Gas Company, Dallas, Tex- 
as, ranked first in Group B. They 
reported only two disabling in- 
juries in 1,117,721 man-hours 
worked. In Group C of the gas 
utility division the Asheville Gas 
Company, North Carolina, was 
first with no disabling injuries. 


Bryan Hanks Resigns 
Utility Presidency 


Bryan C. Hanks, president of the 
Florida Power & Light Company 
since 1937, announced his resig- 
nation from that position on Sep- 
tember 5 as well as the formation 
of the law firm of Hanks & Pres- 





Executives of six companies gathered for this photograph snapped at 
the Mid-West Service Corporation Conference in Dallas. Reading from 
left to right are Doug Scharf, assistant manager, Midland Lamp Division, 
Chicago; J. T. Nee, Dallas district manager, Edison General Electric Ap- 
pliance Co., Inc.; H. G. Voigt, residential sales manager, Central Power 
and Light Co., Corpus Christi; A. P. Hammerstrom, lighting specialist, 
Westinghouse Electric and Manufacturing Co., Dallas; Van N. Marker, 
president, Revere Electric Co., Chicago. Seated directly in front is Ed 
Stryker, sales promotional department, General Electric Co., Nela Park. 
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Would you like to hire this boy? 





you can save unnecessary expense just the 
same. Westinghouse, by means of Nofuze 
Multi-Breakers, simplifies circuit protection 
to the point where the customer can be self- 
servicing. A simple movement of the handle 


does the job. Click ...and it’s on...no 
expense to the power company for a service 
call...and the load is back on the line 

If you could hire a boy to stop the cost of instantly. 
fuse replacement expense, cut the loss of load It is well worth-while to talk over Multi- 
to a minimum when service is interrupted, he Breaker protection, and the promotion of 
would be a pretty good investment. For both this modern convenience with your Westing- 
of these losses mean substantial profit leaks house representative. Why not call him today? 
in your residential lines. Westinghouse Electric & Mfg. Co., East 
You can’t put him on your pay roll, but Pittsburgh, Pa. J-60316 


Westinghouse 


Nofuze Multi-Breakers 
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ton at Miami, Fla. With the same 
announcement it was said that Mc- 
Gregor Smith, vice president and 
general manager, would be elected 
to the presidency at the annual 
meeting of directors to be held 
later in the month. 

Joining Mr. Hanks in retirement 
and in the newly organized law 
firm were: Will M. Preston, head 
of the company’s legal department 
since 1936; W. L. Gray, Jr., and 
Shelby Gaskin, also members of 
the legal department. The new 
firm will be chief counsel for the 
company and engage in the gen- 
eral practice of law. 

Formerly of the law firm of 
Hughes, Rounds, Schurman & 
Dwight of New York and in the 
legal department of Electric Bond 
and Share Co., New York, Mr. 
Hanks came to the Florida Power 
& Light Company in 1925 as head 
of the legal department. Two years 
ago he advanced to the presidency 
and with the announcement that 
he was retiring from this post, it 
was said he would continue as a 
director. 

The new president, Mr. Smith, 
came to the company early this 
year from the post of president 
and general manager of the Lou- 
isiana Power & Light Co. Before 
going to Louisiana, he was engi- 
neer for the Tennessee Public 
Utilities Commission in Nashville. 
He gained prominence in Miami 
rapidly as company negotiator in 
the recent Miami rate reduction 
case which federal courts upheld 
to necessitate a refund to custom- 
ers of approximately $4,000,000. 





Utilities Seek Ruling on 
Low Power Factor Lamps 


Claiming that the low power 
factor of uncorrected fluorescent 
and neon-tube lamps materially in- 
creased the cost to utilities of 
serving such equipment and places 
a burden on other customers, three 
leading light and power compa- 
nies, which serve a majority of the 
cities and communities of Okla- 
homa, asked for a rule to correct 
such conditions at a hearing be- 
fore the state corporation commis- 
sion, September 5. The commis- 
sion took the case under advise- 
ment. 

Witnesses of the power com- 
panies, at the hearing, claimed 
that the power factor of an in- 
candescent lamp is nearly unity or 
100 per cent, while a fluorescent 


or other gaseous-tube lamp aver- 
ages ony 50 per cent. It was point- 
ed out by witnesses that the flu- 
orescent lamp, while more effi- 
cient for some purposes than oth- 
er forms of lighting, will draw 
approximately twice as much cur- 
rent from the line for the same 
reading on the kilowatt-hour met- 
er, unless power factor corrective 
equipment is utilized. 

It was pointed out that there is 
a great deal of uncorrected equip- 
ment in use but that leading lamp 
manufacturers have recognized 
the deficiency and developed 
equipment for correcting the pow- 
er factor at least up to 90 per cent 
of the power factor of incandes- 
cent lighting. This can be pur- 
chased at small expense and 
should be attached at the custom- 
er’s switch, or preferably at or 
near the fluorescent or other gas- 
eous-tube lighting unit. 

The rule asked for by the light 
and power utilities will require all 
consumers, who install any form 
of gaseous or mercury-tube light- 
ing, after the proposed rules be- 
come effective, to install capaci- 
tors at their own expense. The 
rule requiring installation of ca- 
pacitors would also apply to exist- 
ing installations when the same 
are reconstructed, materially al- 
tered or moved to a new location. 

Witnesses pointed out, at the 
hearing, that while a great deal of 
uncorrected fluorescent and other 
gaseous-tube lighting equipment 
has been installed in the state, 
most of the electrical contractors, 
especially in the larger cities, had 
been conscientious enough to in- 
crease the capacity of the wiring 
where it appeared that the new 
type of lighting would overload 
the previously installed wiring 
system. 

The electric company experts 
also contended, at the hearing, 
that the excessive use of current 
by uncorrected gaseous tube light- 
ing devices, which is not regis- 
tered on the watt-meter, therefore 
not paid for by the customer, im- 
poses a discriminatory burden on 
other light users who use incan- 
descent lamps exclusively. 

If the present condition were 
permitted to go on unchecked, the 
witnesses contended, electric util- 
ities would be required to provide 
additional generating and distrib- 
uting equipment, without addition- 
al revenue, which expense must 
eventually be reflected in the 
rates paid by all consumers. 
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Louisiana Executive Accepts 
Levee Board Appointment 


Ralph P. Nolan, president of the 
Algiers Public Service Co., of Al- 
geria, La., has been named a mem- 
ber of the Orleans Levee Board by 
Governor Ear] K. Long of Louisi- 
ana. 

A native of Algiers, Mr. Nolan 
has been associated with the AIl- 
giers Public Service Co. for the 
past 15 years, becoming its presi- 
dent two years ago. He is also 
president of the Union Iron Works. 





Plant Expansions 
Planned for Florida 


Expenditure of $3,000,000 by 
the Florida Power & Light Com- 
pany to expand the company’s pro- 
duction and to meet Florida’s in- 
creasing demand for electricity, 
was announced during the last 
week of August by company offi- 
cials. 

The major division of this pro- 
gram to increase electric generat- 
ing, transmission and distribution 
comprises an increase of 50 per 
cent in the capacity of the Lauder- 
dale-Dania plant, located 18 miles 
north of Miami and the company’s 
main generating station in its in- 
terconnected system. This work 
includes the installation of a new 
25,000 kilowatt steam turbine gen- 
erator and a plant addition to 
house the equipment. This addi- 
tional construction was set forth 
as a building comparable in height 
to an eight-story structure. 

Announcing that approximately 
20 railway cars would be needed 
to transport the generator and 
equipment to Florida, engineers 
said approximately 300 tons of 
structural steel, 80 tons of rein- 
forcing steel and 12 carloads of 
cement has been contracted. The 
work will require a crew of 150 
men to complete on schedule, or 
an estimate of 320,000 man-days. 

In an official statement, it was 
pointed out that the peak load of 
116,400 kilowatts last winter, 
closely approached the company’s 
capacity. Now consumption shows 
an approximate 15 per cent in- 
crease over a year ago. The peak 
load last winter was more than 
double the 1933 peak of 55,000 
kilowatts. 

Part of this new expansion re- 
quired the company to obtain 
authorization from the Everglades 
Drainage District Board for an 
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Sell Appliances 


Onstall Wrrin g 
Ve NANO NIA a ALLL 


The Fustat lets you use more appliances — 
without NEEDLESS blowing of fuses 


Even on circuits that are 
already well loaded you can 
plug in washing machines, 
refrigerators, ironers and 
other motor driven appli- 
ances — because the Fustat 
will not blow on the motor 
Starting current. 


Yet there is no loss of 
protection because the 
Fustat will open to protect 
if the circuit is overloaded 
or there is a short-circuit. 





The Fustat wipes out 
many useless service calls 
that irritate customers and often cost the dealer time and 
money — particularly if made during the guarantee period. 


Helps sell user idea of installing new circuits 


Once the proper size Fustat is installed it cannot be re- 
placed with a substitute or 
with a size that is too large to 
protect. 


If the circuit is not ade- 
quate, the user cannot dodge 
the issue by bridging the fuse 
— or overfuseing — and thus 
sacrificing safety. 

The Fustat makes the user 
realize when wiring is inad- 
equate. 








Helps eliminate low voltage complaints 


The Fustat keeps the user 
from loading the circuit 
beyond the proper capacity 
of the copper. This prevents 
a voltage drop that is so fre- 
quently the cause of users 
complaining about toasters, 
percolators and other ap- 
pliances not operating 
efficiently. 





Builds confidence in the electrical way 
of doing things 


The Fustat helps sell the electrical way of doing things 
— for it generally permits users to add new appliances 
without being annoyed by needless blows . . . it assures 
proper operation of appliances because low-voltage can- 
not be caused by overloading . . . it reduces chances of 
users being frightened by shorted cords burning up, for 
the quick action of the Fustat on dangerous cord shorts 
— prevents spraying of metal, starting of fires, burning 
of users . . . it helps teach user that the protective de- 
vice is a desirable safeguard instead of a nuisance 
thus it assists the whole industry to build towards bigger 
business and better times. 


It’s just good business to sell, 
install and use _ Fustats 





WHAT IS THE FUSTAT? 


tection of a fuse. . 
as light as 25%. . 





Retails 


at 7c 


adapter that locks in place. 





. Yet it will not blow on motor starting currents .. 
It has a base that guards against anyone robbing the circuit of protection <, 


It fits Edison base fuseholders through the use of an inexpensive 


It is a fuse to which a thermal cutout is added . . . It gives all the pro <0 +0 G ETHER 


It protects against permanent overloads, even when 











BUSSMANN MFG. CO., University at Jefferson, St. Louis, Mo 
JEFFERSON ELECTRIC COMPANY, Bellwood, Il 


KIRKMAN ENGINEERING CORP 
NATIONAL ELECTRIC PRODUCTS CORP 
UNION INSULATING CO., 27 Park Place 


21 Sixth Ave., New York City 


Fulton Bldg., Pittsburgh, Pa Retails at Dre 


New York City in 15 to 30 amp. sizes 
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electrically-controlled tide gate in 
the Dania cutoff canal. ‘this was 
necessary to block incoming water 
at high tide or to hold the tide 
water from turbine intake pipes 
and allow free circulation for dis- 
charged water from the plant. 

Also in the expansion program 
of the company is a line extension 
in the Northern Division area of 
Live Oak, Lake City, Lake Butler 
and Starke, an extension and re- 
building or more than 40 miles to 
give the area the benefit of high 
voltage service. Much of this new 
line was placed through virgin 
pine forests of unusual heavy 
density. Line extension work also 
was completed in the Stuart, Jen- 
sen and Sewell’s Point area while 
notable plant repairs and new con- 
struction were completed at the 
Daytona Beach station. 





Home Planning Service 
Operated by Utility 


Monongahela West Penn Power 
Company is offering free home 
planning service featuring Ladies’ 
Home Journal’s adequately wired 
model homes. Free consultation on 
kitchen planning and adequate wir- 
ing, including I.E.S. lamp demon- 
strations, are being advertised to 
the public throughout the compa- 
ny’s territory of 13,000 square 
miles, covering 34 counties in West 
Virginia, Ohio, Maryland and Vir- 
ginia. 

Features of the service are high- 
lighted in displays of model homes 
constructed from Ladies’ Home 
Journal “House Patterns,” which 
for the past two years have been 
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At a recent meeting in New York, architectural, homemaking and house- 
hold equipment editors of six contributing magazines reviewed and ap- 
proved the newly published Home Planning Manual. Reading from left 
to right: George Alder, consulting engineer of Good Housekeeping 
Institute; Christopher Brooks, assistant editor of Good Housekeeping 
Institute; Julia Bourne, home economist of The American Home; Joseph 
B. Mason, eastern editor of the American Builder; Katharine Fisher, 
director of Good Housekeeping Institute; Kathleen Robertson, household 
equipment editor of McCall’s Magazine; Grace Pennock, home equipment 
editor of Ladies’ Home Journal; Emily Rose Burt, associate editor of 
Woman’s Home Companion; Mary Davis Gillies, interior decorator of 
McCall’s Magazine; Rachel Hawthorne, eastern editor of Better Homes 
& Gardens; Llewellyn Price, consulting architect of Woman’s Home 
Companion; Anna Joyce Olson, news editor of Better Homes & Gardens; 
Elizabeth Beveridge, equipment specialist of Woman’s Home Companion; 
W. M. Mehlhorn, architectural ditor of The American Home (standing): 
William Hamby, consulting architect of McCall’s Magazine (seated). 


offered to readers complete with 
adequate wiring specifications. The 
displays on exhibit in the compa- 
ny’s district offices are drawing 
hundreds of requests for the Small 
Home Year Book, F.H.A. leaflets, 
adequate wiring specifications, and 
kitchen planning booklets—all of 
which are offered free with build- 
ing consultation service. 





Home Planning 
Manual Announced 


A new aid in the sale of ade- 
quate wiring in the form of a 
Home Planning Manual is an- 
nounced by the Na- 
tional Adequate 





-adies tiome Journal Model tomes 





Wiring Bureau. 
This booklet demon- 
strates the new type 
of home planning 
which recognizes 
the increasing de- 
mand for houses de- 
signed and equipped 
particularly to 
serve today’s active 
pattern of living. 
Six leading na- 
tional women’s and 
home magazines se- 
lected six basic de- 
signs of houses 
which are presented 
in the manual and 
represent the most 
popular styles of 
architecture in a 
rising scale of sizes 


and building cost. 

Beginning with a $5,000 small 
home, each house described in the 
manual represents a standard lev- 
el of building cost and is planned 
for the pattern of living that such 
a home should serve. A two-page 
spread is devoted to each of the 
six basic houses. A final chapter 
employs five pages to present a 
completely illustrated tabulation 
of the national standards of min- 
imum home wiring adequacy. 

This manual will be equally use- 
ful to householders who wish to 
better understand and to solve 
their home planning and home wir- 
ing problems, to builders in their 
contact with prospective custom- 
ers, to architects who wish to 
make a serious analysis of their 
clients’ needs, and to electrical 
contractors who are looking for 
practical assistance in the task of 
educating their customers through 
a practical recognition of the need 
for adequate wiring. 

Additional information on these 
booklets may be obtained by writ- 
ing the National Adequate Wiring 
Bureau, 155 East 44th Street, New 
York, N. Y. 


Dallas A-W Committee 
Obtains FHA Recognition 


The contribution which adequate 
wiring makes toward enhancing 
the value of a home was given 
additional recognition when it was 
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Bi-metal disc 
protects motor 
from overload 
in this new 
Westinghouse 
MOTOR STARTER 






NWVORMAL 
RUNNING 
POSITION 












TRIPPED 
TORY AMA Ol AVA 















Nothing to renew or replace 


In this new manually operated motor starter, a snap 
action bi-metal disc protects the motor from overload. 
When heated by an overload current, it automatically 
disconnects the motor from the line before heat can 
damage windings. The bi-metal disc simply snaps back 
to normal running position — there is nothing to re- 
new, adjust, or replace. The calibration of the bi- 
metal does not vary even after repeated operation. 





Specify the starter with these moneysaving features 


@ “De-ion” Arc Quenchers prevent flash- 
overs — prolong contact life. 


@ Indicating handle shows clearly whether 
starter is On, Off or Tripped. 


@ Safety interlock prevents accidental con- 
tact with live parts. 


The Westinghouse ‘“‘De-ion’’ Motor Watchman is avail- 
able for motors up to 714 hp. Your nearest Westing- 
house distributor stocks them, or you may get complete 
data from any Westinghouse office or industrial agent. 


WESTINGHOUSE ELECTRIC & MANUFACTURING CO., East Pittsburgh, Pa. 








J-20850 





Westinghouse 


“De-ion’ Motor Watchman 





WESTINGHOUSE 
ELECTRIC 
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announced recenily that certifi- 
cates of wiring adequacy issued by 
the Dallas Adequate Wiring Com- 
mittee will be accepted by the Dal- 
las office of ihe Federal Housing 
Administration as evidence of bet- 
ter construction. 

The F.H.A. will recognize these 
certificates in making appraisals 
and in deciding on the size of the 
loans that should be made. The plan 
for giving this recognition was 
worked out by the Committee and 
Arch C. Baker, chief architect for 
the F.H.A. in the Northeast Texas 
Dis_rict. Stanley Zercher is chair- 
man and P. M. Rutherford, Jr., is 
secretary-treasurer of the Commit- 
tee. 

The electrical specifications must 
contain a statement such as the 
following if the credit is granted: 


“The wiring system embodied 
in these specifications has been 
planned to conform with the 
standards of adequacy of the Na- 
tional Specification for Residen- 
tial Wiring. This contractor shall 
apply for and upon completion of 
the work obtain from the Dallas 
Adequate Wiring Committee, cer- 
tification that the wiring in this 
dwelling complies with the speci- 
fications approved by the Nation- 
al Adequate Wiring Bureau.” 





Wholesalers Convention 
Scheduled for Cincinnati 


The semi-annual convention of 
the National Electrical Wholesal- 
ers Association will be held at the 
Hotel Gibson, Cincinnati, Ohio, 
October 16 to 20, 1939, according 
to announcement by E. Donald 
Tolles, managing director. 





Dallas Electric Club 
Resumes Meetings 


On Monday, September 11, the 
Dallas Electric Club of Dallas, 
Texas, resumed its regular lunch- 
eon meetings for the fall season. 
With the exception of the three 
summer months, the club meets 
each Monday at the Baker Hotel 
for luncheon and a short business 
session. 

The opening meeting was ad- 
dressed by A. F. Dickerson, man- 
ager of the Illuminating Labora- 
tories of the General Electric Com- 
pany at Schenectady. His talk 
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was on the lighting of the Golden 
Gate Exposition at San Francisco 
and was illustrated with a number 


of colored slides. Mr. Dickerson 
is a native of Texas, a graduate of 
Texas A. & M. College, and one of 
the nation’s outstanding authori- 
ties on outdoor illumination. 

Members of the Dallas Techni- 
cal Club and the Dallas Chapter 
of the Illuminating Engineering 
Society were guests of the Electric 
Club on the occasion of the open- 
ing fall meeting. 





Charlotte Distributor 
Adds New Line 


The Southern Bearings & Parts 
Company, distributing organiza- 
tion covering North and South 
Carolina with headquarters in 
Charlotte, will distribute the new 
Farnsworth line of radios and 
phonograph combinations, accord- 
ing to announcement by John 
Northey, president. The company 
has just concluded a two-day ses- 
sion in Charlotte which gave deal- 
ers an opportunity to view the new 
line. 

District showings of this new 
appliance line will be _ held 
throughout North and South Caro- 
lina during the next two weeks 
when a number of new dealers will 
be appointed, according to George 
Fulenwider, general merchandis- 
ing manager. 

C. E. Beeson, secretary and 
treasurer of the company, after 
tabulating orders placed by deal- 














D. W. Atwater, presi- 
dent of the Illuminat- 
ing Engineering 
Society, at the left, is 
shown here congratu- 
lating L. G. Graves, 
right, on his election 
to the presidency of 
the society while O. R. 
Doerr, chairman of 
the LE.S. convention 
executive committee, 
looks on. The elec- 
tion took place at the 
five-day annual con- 
vention in San Fran- 
cisco. Mr. Atwater is 
manager of commer- 
cial engineering for 
Westinghouse Lamp 
Division at Bloom- 
field, N. J. Mr. Graves 
is vice president of 
Curtis Lighting, Inc. 


ers, stated the results were very 
gratifying, proving to his organi- 
zation that Farnsworth, the oldest 
name in television and the newest 
name in radio, has dealer accept- 
ance. 

Mr. Fulenwider stated that 
many dealers advised, that in pre- 
paring for television in the future 
they would start now to advertise 
their store as Farnsworth head- 
quarters, to not only cash in on 
the present line of radios and 
phonographs offered this year, but 
to have the consuming trade come 
to their stores to purchase Farns- 
worth Television receivers when 
television becomes an actuality in 
their communities. 

Southern Bearings & Parts Com- 
pany had been out of radio busi- 
ness over a year. However, they 
have kept their dealer contacts as 
they have distributed Norge prod- 
ucts in North and South Carolina 
for several years. 





Distributor Sponsors 
New Testing Device 


The Anderson Hygrometer, 
something new in a moisture test- 
er, has been introduced to the 
cotton gins and cottonseed oil 
mills by the Riechman-Crosby 
Company, of Memphis, who will 
manufacture the instrument. N. 
C. Anderson, who calls on the cot- 
ton gin trade for the Memphis 
firm, is the inventor. 

The instrument is used to make 
a moisture test in 90 seconds, to 
enable the mills to know whether 
moisture condition of the seed is 
such that it can be stored as it 
comes in, thereby insuring them 
against hot seed, which could be 
a great loss to a mill. 
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N. C. Anderson, inventor of the 
moisture tester, is shown here de- 
monstrating its operation 


The hygrometer consists of a 
dry and wet bulb thermometer 
mounted in an all-aluminum body, 
and comes equipped with an 18” 
and 36” lance. A self-computing 
copyrighted chart, easy to read 
and requiring no technical knowl- 
edge, is supplied with the equip- 
ment. A special vacuum motor 
for a-c or d-c supply with an 
extension cord, and a glass bottle 
for water with wick attached to 
the wet thermometer completes 
this simple apparatus. It can be 
attached to a lamp socket, and 
weighs only 8 pounds. 





Walther Employees on Vacation 


Walther Bros., Inc., electrical 
appliance distributors, adopted 
the “closed store” vacation plan 
this summer. All employees of 


both the New Orleans and Mont- | 


gomery offices received a week’s 

vacation with pay beginning Au- 
gust 14, during which time both 
stores were closed. 





New Orleans Jobber 
Plans Expansion 


Dixie Electric and Auto Parts 
Company, 901 Carondelet St., New 
Orleans, has purchased a group of 
buildings at Carondelet and Julia 
Sts. for expansion and will move 
when its present lease expires on 
October 1. 

The property has a frontage of 
44 feet on Carondelet St. and 130 
feet on Julia Street. Part of the 
buildings will be remodeled and 
the corner structure will be rebuilt 
after January 1, according to Har- 
ry Ginsburg, president. 
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RUBBER COVERED POWER CABLES - 


BARE WIRE 


MAGNET WIRE 


SERVICE ENTRANCE CABLE 


> 


CRESFLEX NON- METALLIC SHEATHED CABLE 


- 





INSULATED WIRE 








INSULATED 
WIRE and CABLE 


Here is a special moisture resistant insu- 
lating compound used on building wires 
and secondary network cables with- 
out lead sheath in moist locations. 
CRESCENT IMPERVEX is not only high- 
ly resistant to water absorption, but it is 
also superior in its resistance to the 
effects of ground acids and alkalis... . 
And one thing to remember, IMPERVEX 
IS MADE ONLY BY CRESCENT. 


CRESCEN7 









TRENTON, \- 


—— REPRESENTATIVES 
ATLANTA, GA. 
Edgar E. Dawes 

’ A-4 Rhodes Bldg. Annex 





BUILDING WIRE 





Fy Y & CABLE CO. INC 
© BP) NEW JERSEY 


NEW ORLEANS, LA. 
Paul Hogan, Jr. 
823 Perdido St. 
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Premier Opens 
Fall Campaign 


The entire fall advertising and 
merchandising campaign for Premier 
vacuum cleaners was outlined to all 
of the company’s mid-western sales 
division managers at a meeting in 
Chicago on August the 14th and 15th. 
Reprints of all the advertisements 
Premier will use in national maga- 
zines between now and Christmas 
were on display for the first time, 
and the assembled managers also re- 
ceived an introduction to the unique 
floor display which will play such a 
big part in Premier’s sales efforts 
this year. 

All of Premier’s national advertis- 
ing—which opens with a four-color 
page in the Saturday Evening Post— 
is concentrated on the new Premier 
“Partners.” These “Partners” are a 
combination of the Premier Vac-Kit 
and the Premier Floor Cleaner. The 
copy theme of the campaign stresses 
the ease with which these two spe- 
cialized vacuum cleaners clean each 
of the two dirt zones in every home 
—the above-the-floor dirt zone and 
the on-the-floor dirt zone—thus put- 
ting an end to “half-way houseclean- 
ing.” 

Premier’s unique floor display at- 
tracted special attention. All who 














saw it were in agreement that the 
display did everything but talk. It 
displays the actual merchandise, 
shows pictures of it in use, and the 
large illustrated booklet which is an 
integral part of the display tells how 
the merchandise is made and why it 
performs as it does. 

The rest of the fall campaign as 
outlined at the meeting includes ad- 
vertising in home economics publica- 
tions, intensive campaign in electrical 
dealer publications, dealer  broad- 
sides, window displays, consumer 
broadsides and educational booklets. 

Those who attended the Chicago 
meeting, in addition to all mid-west- 
ern sales division managers, were R. 
B. Wilson, executive vice president; 
John B. Buckley, comptroller; H. U. 
Mann, wholesale sales manager; E. 
A. Hamala, advertising manager, as 
well as F. T. McDonough of Beau- 
mont & Hohman, Ine., Premier’s ad- 
vertising agency. 


General Electric Launches 
Full-Line Program 


Heralded by the slogan “It’s Easy 
To Stay Young Electrically,” the 
General Electric Company will launch 
in October the most ambitious and 
complete nation-wide advertising 





R. B. Wilson and H. U. Mann, of Premier Division, Electric Vacuum 

Cleaner Co., Inc., and F. T. McDonough, of Beaumont & Hohman, Inc., 

advertising agency, inspect Premier’s fal] advertising at recent Chicago 
meeting. 
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program in behalf of its full line of 
home appliances that has ever been 
contemplated in the company’s his- 
tory, it has been announced by C. H. 
Lang, general advertising manager. 

Full-color insertions in national 
magazines having a total circulation 
of 44,992,000, during the last three 
months of 1939, will form the spear- 
head of the drive, backed up by a 
complete merchandising program in- 
volving distributors, retail dealers, 
department stores, and electric serv- 
ice companies. 

Most important feature of the cam- 
paign in the estimation of G-E offi- 
cials is that barring unforeseen de- 
velopments it will be a consistent 
and continuous effort, establishing a 
broad base from which individual 
product advertising will derive added 
support. “It’s Easy To Stay Young 
Electrically’ copy will supplement 
the regular campaigns now carried 
on for specific appliances. 

In general, according to Mr. Lang, 
the new program is three-dimensional 
in nature. It will consistently ex- 
plore the story of electric appliances 
as personal services which save labor 
and thereby preserve youth and aid 
physical well-being; it will feature 
in all the cony the complete line of 
G-F devices for the home, including 
refrigerators, ranges, water heaters, 
cabinets. electric sinks, dishwashers, 
disnosalls. home laundry equipment, 
clocks, cleaners. fans, table cooking 
appliances. health lamps, radio. and 
the electric blanket, on the theory 
that one product helns to promote 
another and that all in combination 
represent electrical livine: and, third. 
it will periodically headline a special 
merchandisine “deal”? on a_ svecific 
product, enabling dealers to benefit 
directly from the national magazine 
advertising. 

Emphasis in all copv will be on the 
personal services which electricitv 
provides. rather than on price and 
engineering features. Basis for the 
campaign was develoned through con- 
sumer survevs carried on in typical 
towns and cities several months ago, 
after which it was decided that the 
theme should capitalize on the basic 
instinct in women to stay young and 
beautiful—and to spend a large share 
of the collective national income in 
obtaining that end. 


Westinghouse Exnands 
Laundry Retail Training 


Based on a “salesmen are not 
‘born,’ thev’re trained” theme. West- 
inghouse is planning the most com- 
prehensive laundry equipment pro- 
motional and retail sales training 
program for 1940 it has ever had. 
This expansion of the current retail 
sales training and general promotion 
program started simultaneously with 
the announcement of the 1940 wash- 
er and ironer models about Septem- 
ber first, according to L. L. Shawber. 
manager of the Laundry Equipment 
Denartment. 

Emphasis for the retailing training 
program will be placed on securing a 
100 per cent membership among 
laundry eauipment retail salesmen 
for the “Minute Men,” national hon- 
orary sales organization. Organized 
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late in the Spring of 1938 this sales 
organization has more than 1,800 
members. 

Membership in this honorary or- 
ganization is attained by salesmen 
successfully passing a training course 
in which their knowledge, not only of 
the product, sales and advertising 
plans is tested but by being able to 
use the washer and ironer to launder 
clothes for demonstrations. 

Members of the “Minute Men” 
must know the correct way to actu- 
ally complete a washing and ironing. 
After the salesmen have been thor- 
oughly drilled in the correct way to 
wash and iron clothes they are given 
a schooling on the product, its care 
and use. 

Minute Men members are given 
certificates testifying to their ability 
to wash and iron clothes. In addi- 
tion to a certificate each man gets a 
Minute Man pin. 

Meetings will be held in the field 
to initiate new classes of Minute Men 
at the same time the 1940 laundry 
equipment line is introduced. Com- 
plete sales and advertising plans will 
also be revealed at these announce- 
ment meetings. 


News About People 


Boyd W. Bullock, for the past 17 
years associated with the publicity 
department of General Electric Com- 
pany at Schenectady, has been ap- 
pointed advertising manager of the 
company’s appliance and merchan- 
dising department at Bridgeport, 
Conn., according to announcement by 
H. Andrews, vice-president in 
charge of appliance activities. Since 
1933, Mr. Bullock has been assistant 
manager of the publicity department, 
closely associated with apparatus and 
institutional advertising and broad- 
casting. 

Mr. Bullock has been associated 
with General Electric publicity, 
broadcasting, and advertising activi- 


' 
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Boyd W. Bullock 


ties since 1922. Up to the present, 

however, he has been concerned pri- 

marily with industrial and institu- 

tional promotion. 
* * * 

Election of Avery C. Adams as 
vice-president in charge of sales and 
a member of the executive commit- 
tee and board of directors, United 
States Steel Corporation of Delaware, 
has been announced to become effect- 
ive October 1. Mr. Adams succeeds 
C. V. McKaig, who becomes assistant 
to president. Mr. McKaig continues 
as a member of the executive com- 
mittee and board of directors. 

Mr. Adams has spent his entire 
business career in the steel industry. 
He first joined United States Steel 
subsidiaries in 1936. Since Decem- 
ber 1, 1938, he has been vice-presi- 
dent and assistant general manager 
of sales for inland Steel Company. 

* * 


C. H. Guy, for three years mer- 
chandising manager of the Westing- 
house Electric & Manufacturing Co. 
in the south central district, has been 
transferred to Chicago, where he 
succeeds C. A. Dostal as merchandis- 
ing manager of the northwestern dis- 
trict. The southeastern and south 
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A display designed by Joseph H. Reich, of Joske Brothers Company, San 
Antonio, Texas, was awarded the first prize of $250 in the recent Easy- 


Oxydol window display contest conducted among Easy washer dealers. 












Above you see a close-up of two 
beauties, Joan Bennett and Cory 
Royal, as they appear in the new 
film, “The Housekeeper’s Daugh- 
ter.” It’s a Hal Roach—United 
Artists picture based on a best sell- 
ing novel by Donald Henderson 
Clark. Featured vlayers in addi- 
tion to Miss Bennett, are Adolph 
Menjou, Peggy Wood, William 
Gargan and others. Because of the 
fact that coffee is an essential clue 
in this comedy mystery, the Cory 
Coffee Brewer plays a prominent 
part, and shows to great advantage. 


central districts of the company will 
be consolidated under the manage- 
ment of S. M. Davison, with head- 
quarters in Atlanta, Ga. 

* * 


Appointment of P. M. Bratten as 
head of all activities in the household 
sales division, effective immediately, 
has been announced by E. G. Biech- 
ler, general manager of Frigidaire 





P. M. Bratten 


Division of General Motors Sales Cor- 
poration. Prior to his new appoint- 
ment, Mr. Bratten has been manager 
of the company’s Fort Worth sales 
district for several years. 

* %* * 


A. E. Newman, manager of wiring 
material sales for the General Elec- 
tric Company, was recently appoint- 
ed to membership in the Underwrit- 
ers’ Laboratories’ Industry Advisory 
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Conference for rubber-covered wires 
and cables. Mr. Newman succeeds 
W. E. Sprackling of the Anaconda 
Wire & Cable Company, who has 
served on the conference for several 
years. 

The Advisory Council provides the 
laboratories with contacts among in- 
dustry representatives. It enables 
both the laboratories and industry to 
consult on problems which arise in 
connection with the testing, factory 
inspection and labeling of products. 


G-E Tumbler Clothes Dryer 


A new tumbler clothes dryer, de- 
signed to make the home laundry 
process completely automatic and 
eliminate much of the time and la- 
bor involved in outside drying, has 
been introduced by the General Elec- 
tric home laundry equipment sec- 
tion of Bridgeport, Conn. The dryer 
utilizes electric heat and _ clothes 





slowly 


tumbled 
about through pools of clean, warm 


placed in it are 
air by the action of a_ revolving 
cylinder. 

In the new tumbler, clothes can 
‘be damp dried ready for ironing in 
approximately 15 minutes, and such 
articles as towels which do not re- 
quire ironing can be completely dried 
in from 30 to 45 minutes. The ca- 
pacity of the drying cylinder is seven 
pounds of dry clothes. The cabinet 
is designed to blend with modern 
kitchen or basement appliances. It 
is finished in two coats of white 
baked enamel and measures 38-3 /4 
inches high, 33-1 /2 inches wide and 
27 inches deep. The device consumes 
4600 watts per hour and is rated at 
220 volts, 2144 amperes. 


Toast-O-Lator Tray-Table Set 


The Crocker-Wheeler Electric 
Manufacturing Company, Inc., of 
Ampere N. J., announces the intro- 
duction of their latest addition to 
the electrical appliance line, a Toast- 
O-Lator complete with a tray-table 
ensemble which consists of the 
Toast-O-Lator, an inlaid folding tray- 
table, a solid brass chromium-plated 
bread tray, and a solid brass chrom- 
ium-plated covered toast bowl. Sev- 
eral special deals have been planned 
to introduce this appliance to deal- 
ers. 

The outstanding feature of the 
Toast-O-Lator is its completely auto- 
matic action. Bread goes in one end 
and toast comes out the other. One 








simple control provides for lighter 
or darker toast and also compen- 
sates for fluctuations in the house 
voltage. The bread is in constant mo- 
tion up and down also which gives 
it an even brown without grid 
marks. 


New Hotpoint Ranges 


Two new ranges have been added 
to the Hotpoint line by Edison Gen- 
eral Electric Appliance Co., Inc., Chi- 
cago, designated as the Exposition 
and the World’s Fair models. The 
World’s Fair model, illustrated here, 
is 39 inches wide, finished com- 
letely in porcelain enamel with acid- 
resistant finish on the cooking top. 
Snap-on type switch buttons and 


streamlined door and drawer handles 
are of black molded Textolite. The 
cabinet base includes one spacious 
utility drawer. Two utility and one 
Giant size Hi-Speed Select-A-Heat 


Everyone’s familiar 
with glass-insulated 
thermos bottles but few 
people have ever heard 
of a glass-insulated mo- 
tor. Here is one just 
built by the Allis-Chal- 
mers Mfg. Co. that has 
all its coils insulated 
with woven glass tape. 
Ordinary insulating 
tape would char under 
the temperature at 
which this motor is de- 
signed to operate, so 
woven glass insulating 
tape is used. The mo- 
tor is equipped with its 
own ventilating system 
consisting of a filter, 
motor and blower 
which forces cool, pure 
air to its windings. The 
motor shown here is 
rated at 250 hp, 400 
rpm, 230 volts, d-c. 
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(5 Heat) Calrod units and a big 
six-quart thrift cooker are provided 
for surface cooking. Two units pro- 
vide five different heats in the over- 
sized directional heat oven. 

The Exposition range is a full 
capacity model 36 inches wide de- 
signed for the small, modern kitchen. 


Armstrong Master Ironer 


The Armstrong Products Corpora- 


tion of Huntington, W. Va., an- 
nounces a new master ironer, 
streamlined in design, and equipped 


with a full 21-inch free roll. Built 





to retail at only $34.50, the new 
ironer fits the great mass market. It 
is equipped with automatic thermos- 
tatic control and red safety light. 
Operation is simple with convenient 
elbow control which allows freedom 


of both hands. 


A continuous’ self-demonstrating 
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store display has been developed for 
continuous demonstrations of the 
Armstrong Porta-Lectric ironer as 
well as the new master ironer re- 
cently announced. This demonstrator 
is a full-sized model holding a roller 
towel which runs from the model’s 
hands around the ironer roll con- 
tinually. A continuous advertising 
message is printed on the towel. 


New Sunbeam Mixmaster 


A new Sunbeam Mixmaster fea- 
turing an automatic Mix-Finder, has 
been announced by Chicago Flexi- 
ble Shaft Company, Chicago, ~ Ill. 
With the new automatic Mix-Finder, 
the user simply dials the correct 





mixing speed for any job at hand. 
Correct speeds for different uses 
are plainly indicated on the dial 
and whether it’s creaming the but- 
ter and sugar for a cake, blending 
salad dressing, or whipping mashed 
potatoes the housewife is assured 
of correct speed and proper opera- 
tion through this new device. 


Westinghouse Floor Fan 


A new fan called Floor-Aire, pri- 
marily designed for floor or low 
placement, has just been announced 
by the Westinghouse Electric & 
Manufacturing Company, Mansfield, 
Ohio. This new fan is housed and 





completely protected in a walnut 
finish grilled cabinet and may be 
placed anywhere on the floor with- 
out inconvenience to occupants of 
the room. 

The grills are vertical steel wires, 
finished in antique bronze. Felt feet 
protect floors and deep-pitched ul- 
tra-quiet Micarta blades _ insure 
maximum air circulation with a 
minimum of sound. 





Universal Appliance Catalog 


Landers, Frary & Clark, New Brit- 
ain, Conn., have just announced a 
new electric appliance catalog show- 
ing many new items in their Uni- 
versal line. Featured in the new 
catalog is the Devonshire line of 
matched appliances. The charming 
motive of this pattern is taken from 
the Adam design which was so popu- 
lar during the early eighteenth cen- 
tury. Available in the Devonshire 
pattern are toasters, waffle irons, 
griddles, percolators, as well as 
complete percolator and coffee urn 
sets. 


Fluorescent Lighting Folder 


A new small size folder on Wire- 
mold fluorescent lighting systems 
has just been published by The Wire- 
mold Company, Hartford, Conn. The 
new folder not only describes the 
flexible Wiremold method of install- 
ing the new fluorescent lamp but 
also shows typical applications and 
photographs of particularly interest- 
ing recent installations. Copies are 
available for distribution on request. 


New Fluorescent Luminaires 


Designed for general or supple- 
mentary industrial lighting applica- 
tions, a new flourescent lighting unit 
has been developed by the Westing- 
house Electric & Manufacturing Com- 
pany. Both single and two-lamp 
units are available for either 120 or 
240-volt supply. A _ steel housing 
completely encloses reflectors, sock- 
ets and controls, making a durable 
rugged unit. All housings are fin- 
ished outside with silver gray ham- 
merloid surfacing and inside with 
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baked white synthetic enamel. 

The reflectors are finished by the 
Alzak process to assure permanent, 
high efficiency and easy cleaning. 
All housings except on the 24-inch 
units are provided with two-point 
suspension for attaching to % or % 
inch conduit. Swivels are used where 
it is necessary to tilt fixtures. Addi- 
tional information may be obtained 
from the lighting division, Westing- 
house Electric & Manufacturing Co., 
Cleveland, Ohio. 


Hubbell Wiring Devices 


Catalog No. 24 describing a wide 
range of rugged wiring devices is 
announced by Harvey Hubbell, Inc., 
Brideport, Conn. The catalog has 
been specially arranged to facilitate 
reference to various types of de- 
vices. 


Textolite Lampholder 


A further extension of the use of 
Textolite instead of porcelain in cer- 
tain items of the G-E wiring device 
line has been announced by the Gen- 
eral Electric appliance and merchan- 
dise department, Bridgeport, Conn., 
with the introduction of four new 
enclosed fuse cutouts and a new 
lampholder for sign work. 

The Textolite cutouts supercede 
four porcelain cutouts in the present 
line. All are black in color but the 
new cutouts are lighter in weight 
and have a higher resistance to break- 
age. They also provide better align- 
ment of contacts. 

A new one-piece Textolite lamp- 
holder for sign work replaces a por- 
celain lampholder of similar catalog 
number. It is designed for use in 
metal signs and has binding screw 
terminals. 





Eight divisional sales managers of Gibson Electric Refrigerator Corpora- 
tion, Greenville, Michigan, inaugurated a new kind of product education 
in a recent four-day factory session by taking part in an intensive product 
practice school. In their study of the new Gibson electric range, the Gibson 
men went all the way, starting with an examination of the wires in the 
oven elements and finishing by cooking a complete meal in the Gibson 


Kookall Kettle. 


In the photograph above, C. J. Gibson, president of this 


firm, looks on while F. E. Basler, general sales manager, and Bower 
Murphy and Ed Jacobs, division sales managers, stage an actual 


demonstration. 
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: WHAT A COMBINATION OF DESIRABLE PROPERTIES! 












' Alcoa Aluminum Channel 
Bus Bars Supply Power 
to Station Auxiliaries 


These Aluminum Compartments 
House 24,000-volt Buses 


The Detroit Edison Company employs Alumi- 
num enclosures for the high current buses 
and switching apparatus at Essex Switching 
Station and the Conners Creek plant. Because 
it is non-magnetic, Aluminum avoids the heat- 
ing effect of magnetic materials under similar 
conditions. Equipment housed in Aluminum 
carries heavier loads without overheating. 

Some bus bars at these stations are likewise 
Alcoa Aluminum. They provide high electrical 
conductivity, are light in weight and highly 
resistant to corrosion. 

Aluminum housings and bus bars are easily 
fabricated from standard structural materials, 
purchased from stock. Aluminum construction 
is strong and neat, and needs no protective 


Ask our engineers for assistance on your bus coating of paint. Its lighter weight places less 
bar and enclosure problems. ALUMINUM COMPANY burden on supporting structures, thereby sim- 
or America, 2164 Gulf Bldg., Pittsburgh, Pa. plifying construction and reducing costs. 
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Type “TT” Manual Starters 


The Trumbull Electric Manufac- 
turing Co., Plainville, Conn., recently 
announced the new type ‘“‘TT” ther- 
mostatic starter, a new design of 
auxiliary breaker to provide control 
and overload protection for a-c or 
d-c motors of 1 hp or less, through 
thermostatic action. 








The manual starter is manu- 
factured in both single and double 
pole and provides quick make and 
quick break of its contacts which are 
silvered to insure long life. Com- 
plete operation and construction de- 
scription is given in circular No. 317 
which is available to the trade upon 
request. 


Nofuze Load Centers 


A new catalog has just been issued 
by Bryant Electric Company, Bridge- 
port, Conn., describing the Bryant 
line of Nofuze multi-breaker load 
centers. In addition to complete 
specifications on type M, MB, and 
MBM multi-breakers, this catalog con- 
tains information on Nofuze types 
and applications, how to select a load 
center, box dimensions and hubs, box 
knockouts, table of minimum wire 
sizes, and information on the use 
of multi-breakers with sub-feeders. 
Copies of the catalog are available to 
the trade upon request. 


Adjustable Angle Adapter 


A new adjustable angle adapter 
designed for use with projector and 
reflector lamps is now offered by 
The Arrow-Hart & Hegeman Electric 
Company, Hartford, Conn. The low- 
er half of this unit rotates 340 de- 
grees. The flexible joint allows 
vertical adjustment up to 70 degrees 
from perpendicular, thus permitting 
a wide range of lamp direction. A 
handy set screw is provided to per- 
manently hold the flexible joint in 
the desired position. 


Stoker Motor Protection 


Making possible stoker drives self- 
protected against any operating con- 
dition except fire and flood, the 
new Thermoguard stoker motors 
are announced by the Westinghouse 
Electric & Manufacturing Company. 
The Thermoguard feature takes the 
motor off the line before it can be 
damaged by continuous’ overload, 
frequently repeated overloads, clog- 
ging of stoker feed, inability to start 
because of low voltage, inability 
to run because of low voltage, ex- 
cessive temperatures, or failure of 
ventilation. As soon as it is safe, 
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the Thermoguard puts the motor 
back on the line. 

Starting switches are said to be 
exceptionally trouble-free with arc- 
ing reduced through extremely fast 
make-and-break action. Silver con- 
tacts prevent sticking or corrosion. 


Weatherproof Switch 


The advantage of outdoor weath- 
erproof switch control and flush re- 
ceptacles are combined in a new 
two-gang unit announced by The 
Arrow-Hart & Hegeman_ Electric 
Company, Hartford, Conn. It is 
complete with switch, receptacle, 
cadmium finished brass plate and 
rubber mat. There is a choice of 
single pole, double pole, three or 
four way switch. The receptacle is 
Bakelite with a T slot and conven- 
ient finding grooves. When the re- 
ceptacle is not in use, the metal cap 
screws over the opening thus pro- 
tecting it from rain or hose clean- 
ing. 


Buffalo Duct Fan 


For those installations where it is 
desirable to use a propeller type fan, 
but where the motor must be out- 
side the air stream, the Buffalo 
Forge Company, Buffalo, N. Y., an- 
nounces the Buffalo ‘“L’’ Breezo 
fan. 

The motor, V-belt, pulleys and 
one bearing are entirely outside the 
path of air being handled. The bear- 





ing at the fan end of the shaft 
which is in the air chamber is reg- 
ularly of bronze, enclosed and wool- 
packed, requiring oiling only about 
once every 2000 hours of use. The 
fan housings are so designed that 
air inlet may be at top, bottom or 
either side of the unit and may be 
changed from one to another on the 
job if necessary. A new bulletin, No. 
3186, describes the new line in de- 
tail. 


Multi-Range Clip-On Ammeter 


A new multi-range clip-on am- 
meter reading from 0 to 1000 am- 
peres and having five full scales 
of 0-10/25/100/250/1000 amperes 
has been announced by Ferranti 
Electric, Inc., New York, N. Y. Only 
one simple set of scale divisions 
are provided and all full scales are 
multiples of 10 or 25. 

The meter is well balanced, easy 
to operate and has clamping jaws 
which are well insulated. The meter 
has a 2 1/4” rectangular opening 
which makes it adaptable for use 
on square busbars as well as round 
cables. 






Capacitor Motor Booklet 


Describing capacitor motors of 
1/20 to % hp for unit heater, fan 
and blower applications, a new book- 
let is announced by the Westinghouse 
Electric and Manufacturing Co., East 
Pittsburgh, Pa. The booklet shows 
cutaway drawings, outline dimen- 
sions, and typical installations of the 
units. 

These motors provide single speed 
operation with the ordinary on and 
off switch but high and low speed 
operation is available with an inex- 
pensive two-speed switch, and multi- 
speed operation with a speed con- 
troller. They may be used on either 
110 or 220 volt supply. 


Adjustable Speed Drive 


An all-electric, a-c adjustable 
speed drive which employs a prin- 
ciple of speed control heretofore con- 
fined to large units has been de- 
veloped by The Reliance Electric & 
Engineering Company of Cleveland, 
Ohio. The new drive consists of a 
control unit and an adjustable speed 
motor which is applied directly to the 
machine to be driven. This speed- 
changing combination is intended 
to bring to motor users having only 
an alternating current supply an 
economical means of varying the op- 
erating speeds of their small motors 
from one hp up, over as much as 
a 12 to 1 range. 

The Reliance V-S drive, as it will 
be known, is to be produced in quan- 
tity for off-the-shelf delivery. It is 
composed of elements already com- 
mon to the ordinary squirrel-cage 
motor and d-c generator. Three 
wires from the power source are 
connected to the control unit and 
secondary circuits are extended from 
the control to the motor, speed ad- 
juster and start and stop button. 
Both the speed adjuster, which is no 
larger than a pie plate, and the 
buttons for starting and stopping the 
motor, can be located within arm’s 
length of the machine’s operator. 


*Slo-Blo” Fuses 


The “Slo-Blo” line of fuses, manu- 
factured by Littlefuse, Inc., Chicago, 
Ill., have been designed to carry 
harmless inductive or capacitative 
surges and overloads for a reason- 
able period of time but to blow be- 
fore the danger point is reached. 





am 7 "ford 


The fuses include three essential 
parts, a fuse link, a resistor element, 
and a spring. On severe overloads, 
the fuse link melts as in the con- 
ventional fuse. On prolonged over 
loads, however, the resistor heats up 
and if the overload is sustained 
sufficiently the fusible alloy connect- 
ing the resistor to the fuse link will 
melt and open the circuit. 

“Slo-Blo”’ fuses are available in 
the small 3AG size 1 1/4” long by 
1/4” in diameter. There are nine 
ratings offered in the range between 
1 ampere and 1/100 ampere, 
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“YOU CAN ALWAYS BE SURE OF CUSTOMER SATISFACTION 
WHEN RACO + ALL-STEEL+ PRODUCTS ARE USED” 


market as well as on new jobs. RACO@ ALL- 
STEEL@PRODUCTS are designed to com- 


ply with your local conditions and require- 


@Customer satisfaction is all-important on 
wiring jobs. It is assured when you 
use RACO@ ALL-STEEL@ PRODUCTS. They 
have won the nation-wide approval of archi- ments—and are built to facilitate installa- 
tects, contractors, electricians and builders. tion and protect your interests. 


This acceptance can be traced to the effi- 
More than 40 years of experience is 


| behind the switch boxes, outlet boxes, cut- 


{ 
* out boxes, cabinets, fuse cabs and conduit 


ciency of these products in meeting modern 


wiring requirements economically. 


fittings carrying the famous RACO and 
ALL-STEEL trade-marks, assuring contin- 
ued satisfaction and dependability. Write 


Developed by competent engineers, 

RACO@ALL-STEEL@ PRODUCTS keep pace’. 
with the changes in wiring trends—and jj 
present many advantages in the steadily ing for a copy of the RACO@ALL-STEEL® 


creasing rural and urban modernization RODUCTS catalog—there is no obligation. 
Distributed Nationally by 
ALL-STEEL-EQUIP COMPANY, INCORPORATED 


210 GRIFFITH AVE. @ AURORA, ILLINOIS 
Factories: South Bend, Indiana © Aurora, Illinois 


RACO - ALL-STEEL - PRODUCTS 


SWITCH BOXES +- OUTLET BOXES - CUTOUT BOXES 
CABINETS + FUSE CABS + CONDUIT FITTINGS 









Distributors in All Important Centers 
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HERE ARE A FEW OF 
THE PRODUCTS IN 
THE COMPLETE 
RACO © ALL-STEEL ° 
PRODUCTS LINE: 





RACO @ALL-STEEL 

OLD WORK SWITCH BOX—for 
mounting in a rewiring or mod- 
ernization job. 





RACO @ ALL-STEEL 
“PRI-OUTS”—for Clamp Box- 
es, in both the Switch Box and 
Outlet Box lines. 





RACO @ ALL-STEEL 

SWITCH BOXES—The MC, 
used in old or new work. The 
Switch Box you need is in the 
Raco@All-Steel Line. 





RACO @ ALL-STEEL 

“HI-LO” BARRIERS—for the 
separation of differing volt- 
ages. 





RACO @ ALL-STEEL 

Utility or Handy Boxes—for 
surface wiring—old or new 
work. 








RACO @ALL-STEEL 

External Mounting Ears——for 
Outlet Boxes. Any type of 
Raco@All-Steel Octagon Box 
will be furnished with Ex- 
ternal Mounting Ears on special 
order, 






























































COMPLETE INFORMATION 


Kegardiny Lighting 


FOR EVERY FLUORESCENT NEED 


* COMMERCIAL 
*% INDUSTRIAL 
% DECORATIVE 
ARCHITECTURE 









Fluorescent Curtistrip is “‘fin- 
ished” . . . accurately engi- 
neered . .. correctly designed 
for easy, profitable wiring. You 
will find in this Curtis line the 
right Fluorescent equipment 
for both commercial and in- 
dustrial installations. 


Cartis Lighting 
1123 W. Jackson Blvd. 


New York CHICAGO Toronto 


ws 
PIN THIS TO YOUR LETTERHEAD 


CURTIS LIGHTING 

Gentlemen: 

Please send your 18 page book 
containing valuable Fluorescent 
lighting information without ex- 
pense or obligation to us. 




















Spiral Twister Dies 


A new type of sleeve twister die 
formed to fit the natural contour of 
the splicing sleeve when twisting is 
new available from A. B. Chance 
Company of Centralia, Mo. The use 
of this twister permits the sleeve to 
twist in the die to form a natural 





spiral. It is said that the result is a 
stronger and more durable splice 
than is possible with the old type 
straight die because cutting and dis- 
tortion of the sleeve is eliminated 
and unnatural bending of the cable 
is prevented. Chance spiral dies are 
made for figure eight shape, double 
and oval shape or single tube sleeves. 


Coupling Capacitor 


A new larger type CA carrier cur- 
rent coupling capacitor is announced 
by the Cornell-Dubilier Electric Cor- 
poration, South Plainfield, N. J. In 
this new unit, the fog type petticoats 
give a large creepage distance be- 
tween terminals. The capacitors are 
constructed with galvanized malle- 
able iron mounting flanges so that 
they may be stacked for series, high 
voltage connection. New internal 
mechanical construction is said to 
afford great tensile strength. 


= » 


Both the base and top are sealed 
so as to afford leakproof service. 
The capacitor sections are designed 
for low resistance at high frequencies 
and very low 60 cycle stress. These 
individual units are now made up to 
46 kv but may be stacked to operate 
at any desired voltage. 


Stainless Steel Boxes 


Stainless steel underground junc- 
tion boxes built of Enduro stainless 
steel, a product of Republic Steel 
Corporation, are now available from 
the G & W Electric Specialty Compa- 
ny, Chicago, Ill. The new type of 
stainless steel which is an alloy of 18 
per cent chromium and 8 per cent 
nickel, provides great strength and 
light weight in these underground 
boxes. Other advantages claimed for 
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them are indefinite life, watertight 
construction, non-magnetic material, 
ease of installation and thinner walls. 


Fluorescent Lamp Display 


Gruber Brothers, 78 Spring Street, 
New York, N. Y., have just issued a 
new folio sheet No. 39-2f which de- 
scribes a very compact and attractive 
display of flourescent units for quick 
showing. The display eliminates ex- 
pensive showroom wiring costs and 
can be used in either window, show- 
room or in special exhibits. The 
display board is 24 inches by 34 
inches and includes a 41-18, a 20-18, 
a 77-18, and a 30-18 lighting fixture 
completely wired and ready for live 
display. 


New Fluorescent Auxiliaries 


A new fluorescent lamp starter and 
a current-limiting device known. as 
the fluorescent lamp ballast have just 
been announced by the Westinghouse 
Electric & Manufacturing Company. 
The starter is located in a special 
socket attached to a standard flu- 
orescent lamp holder by a single 
screw, making it as easy to replace 
as the lamp itself. The ballast need 
not be accessible after installation, 
hence may be mounted in any con- 
venient place. 

Ballasts will be available for single 
and two-lamp operation. With the 
latter type, power factor is corrected 
to approximately 0.95, and when the 
lamps are adjacent, much of the 
stroboscopic effect is overcome. 

Heart of the new starter is the 
glow switch, a small glass relay tube 
containing a bimetallic switch and 
an easily ionized gas. 

When the current is turned on with 
the glow tube connected in parallel 
with the lamp, a gaseous discharge is 
created between the normally open 
switch contacts, and the resultant 
heat causes the contacts to close. 
The glow discharge then ceases, al- 
lowing the bimetal elements to cool 
and separate, thus opening the switch. 
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FOR OUR READERS 
FOR OUR ADVERTISERS 
FOR OURSELVES 


we belong to the Associated Business Papers 


FOR OUR READERS—strict adherence to the A.B.P. standards makes ELECTRICAL SOUTH a 
bigger money’s worth. Living up to these standards means bringing you the best money-making 
ideas that specialized editors can discover in the electrical field of the South; keeping the editorial 
pages free from “puffs” and outside influence; and restricting the use of the advertising pages to 


honest sales messages. That’s why you can look to them as reliable sources of buying information. 


FOR OUR ADVERTISERS—living up to the A.B.P. standards means that we maintain membership 
in the Audit Bureau of Circulations, whose impartial audits show advertisers how many interested 
readers pay voluntarily for their subscription to ELECTRICAL SOUTH. It means that unscrupu- 
lous advertising is not acceptable. It means that reputable advertisers will find in ELECTRICAL 
SOUTH a sound, economical means of reaching live prospects . . . prospects who feel that any 


advertisement appearing in ELECTRICAL SOUTH can be believed. 


FOR OURSELVES—through the constant exchange of publishing lore in our association with 
fellow A.B.P. members, we can deliver a greater value to the readers of ELECTRICAL SOUTH. 
That makes us a bigger mony’s worth to our advertisers. By enabling them to promote their 


products profitably through the pages of ELECTRICAL SOUTH, we, too, can make a profit. 


A.B.P. membership means a lot to all of us! 





ELECTRICAL SOUTH 





































My Jobber is 





Cable Puller 


No longer is it necessary to use cum- 
bersome, heavy equipment for pulling 
in cable. The Greenlee anchors right 
to the conduit through which the 
cable is to be pulled and is easy to 
handle and simple to operate. 


Knockout Tools 


Greenlee Punches 
and Cutters make 
it easy to enlarge 
holes in switch 
boxes, cabinets 
etc. They form 
clean-cut holes 
quickly and accu- 
rately, without 
reaming or filing. 


ASK FOR CATALOG NO. 31E if you 
don’t have a copy. It shows these 
tools as well as others of interest, 
such as Hydraulic Conduit and Pipe 
Benders, Joist Borers, Hydraulic Pipe 
Pushers and Electricians’ Bits. 


GREENLEE TOOL CO. 


1707 Columbia Ave. 
ROCKFORD 





TIMESAVERS and PROFIT-MAKERS FOR THE CONTRACTOR 


ILLINOIS 


GREENLEE TOOL CO., 1707 Columbia Ave. 
Rockford, Illinois 


Would like information on 


() Please send a copy of Catalog No. 31E. 
eer ic update astnens 
Street 2 Be aan 


City and State ee Gp i 


__ES- 10-39 





Opening the switch causes a high- 
voltage impulse to be delivered by 
the ballast, and the arc is established 
between the electrodes in the lamp. 
The entire operation requires only 
one or two seconds. The glow switch 
consumes current only momentarily 
while the lamp is starting. 

Connected in parallel with the glow 
switch, and housed in a small alum- 
inum container with it, is a capacitor 
to eliminate radio interference. 

Additional information about flu- 
orescent lamp starters may be ob- 
tained from the Bryant Electric Com- 
pany, Bridgeport, Conn.; the Light- 
ing Division, Westinghouse Electric 
& Manufacturing Company, Cleve- 
land, Ohio, will provide information 
on the lamp ballast. 


New Pipe Bender 


A new “Porto-Power” Pipe Bender 
is announced this month by the Black- 
hawk Mfg. Co., Milwaukee, Wis. 
Using a 20-ton hydraulic unit, the 
bender handles seven sizes of rigid 
conduit and pipe, including 1%, 1%, 
2, 2%, 3, 314 and 4-inch diameters. 


ae] 





The new lightweight 190 pound 
unit, Model S-36, has a simplified 
one-piece bending ram which elim- 
inates 13 various extension bars, ten- 
sion arms, studs, etc., used in the 
original 1 to 2-inch Porto-Power 
bender introduced last year. The 
manufacturer claims time-saving ad- 
vantages for the new “pull pin’? meth- 
od of fastening the rotating pivot 
shoes, a _ principle which makes 
wrenches unnecessary in assembly. 

The Model S-36 is relatively low 
in cost, being priced at $216.00 
($222.45 west of the Rockies). The 
20-ton Porto-Power hydraulic unit is 
quickly removed from the bending 
frame and used with special attach- 
ments for pulling gears and pulleys 
or for lifting over long spans at any 
angle. 

Another new Blackhawk develop- 
ment is the S-30A Pipe Bender which 
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uses a 10-ton Porto-Power hydraulic 
unit. This model is similar in princi- 
ple to the S-36 but handles a popular 
pipe range of 1, 1%, 1%, and 2-inch 
diameters and is priced at $97.25 
($101.50 west of the Rockies). 
Both the S-36 and S-30A are 
packed in portable kits for carrying 
directly to the pipe bending job. 


Electric Time Switches 


The Wadsworth Electric Mfg. Co., 
Inc., Covington, Ky., announces a 
line of electric time switches for 
automatically controlling electrical 
circuits for timed operations; for 






Ce 




















commercial, domestic, poultry farm 
and industrial use. The switches are 
mounted in neatly styled steel cab- 
inets with concentric knockout in top, 
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bottom, back and sides, finished in 
durable hard baked aluminum enam- 
el, both inside and out. The units are 
equipped with synchronous motors, 
self-starting, sealed in lubrication, 
and of low wattage consumption. 

Pure silver, on copper button type 
contacts are securely mounted on 
bakelite contact arms, and a new 
quick make and quick break switch 
action, mechanically operated by the 
motor driven clock movement pro- 
duces a “wipe action” before con- 
tact is broken. 

These advantages are claimed for 
this new Wadsworth development: 
Keeps contacts in a clean, smooth op- 
erating condition. Protection against 
sticking contacts. Life of contacts 
are greatly increased. Positive switch 
action (which is Quick Make and 
Quick Break.) Trouble-free, long 
life switch performance. 


Thin Wall Fittings 


A new type of connector and coup- 
ling for thin wall conduit has been 
announced by the Conduit Fittings 
Corporation of Chicago, Ill. These 
fittings, which are listed by the Un- 
derwriters’ Laboratories, Inc., have a 
patented feature which, according to 
the manufacturer, renders them act- 
ually watertight. This feature con- 
sists of a brass collar which seats 
against the shoulder of the fitting. 
The collar is held firmly in place by 
a small stamped ring equipped with 
teeth. When the fitting is tightened, 
these teeth are forced out against the 
conduit providing a positive grip and 
a firm seating of the brass collar 
which results in a tight seal between 
fitting and conduit. 

These new fittings are made of 
fine quality malleable iron and are 
available in all sizes from %” tol”. 
Further information may be obtained 
by writing the Conduit Fittings Corp., 
6400 West 66th Street, Chicago, III. 


Pyranol Current Transformer 


To meet the demand for a smaller 
outdoor current transformer General 
Electric offers for the first time a 
15-kv Pyranol-filled outdoor current 
transformer of the _ porcelain-shell 
type. The new Type KF-305 trans- 
former is filled with Pyranol, a non- 
inflammable insulating liquid with 
high dielectric strength. This insu- 
lation will not sludge and provides no 
fire hazard and it is hermetically 
sealed. 

Adaptable for either horizontal or 
vertical mounting, the new trans- 
former meets the stringent NEMA 
accuracy classification of “4X, 4Y, 
%Z, and fills the 4.5-inch impulse 
test-gap requirements of the ASA. 
Three coats of Glyptal gray paint 
provide a surface resistant to abra- 
sion. The core and coils are mount- 
ed in a shallow cast-iron tank and 
extend up into a porcelain housing 
which acts as a high-voltage bushing. 
High-voltage terminals are threaded 
studs mounted on top of the porce- 
lain shell. The secondary terminals 
are fixed studs inserted in a com- 
partment on the base. These ter- 


minals are sealed in glass at the point 
where they enter the tank. This 
glass seal affords a liquid-tight con- 
struction. 
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* * PRODUCTS 


THE SUPERIOR SWITCHBOARD § DEVICES CO. 
CANTON , OHIO 


* 


Dtanifaciiuwng * 


METER ¢ RELAY TEST SWITCHES 
METER € TRANSFORMER ENCLOSURES 
METER TEST BLOCKS ¢ TABLES 


Hubbard Expanding Anchors 


A new line of expanding anchors 
manufactured by Hubbard and Com- 
pany, Pittsburgh, Pa., has just been 
announced. The Hubbard Hercules 
Anchors are constructed primarily to 
provide a large square-inch holding 
area against undisturbed earth. The 
anchors are furnished in three sizes, 
having expanded areas of 70, 110, 
and 140 square inches respectively. 
All three sizes are mechanically test- 
ed to more than their rated strength. 





Method of setting the anchors is 
as follows: After the hole is dug, 
the anchor and rod are lowered into 
place at the bottom of the hole. Ex- 
pansion is accomplished by driving on 
the top of the anchor with a standard 
installing tool or a pipe large enough 
to slide off over the eye. A small 
wire secures the wings in the closed 








position until the first blow is struck 
which breaks the wire allowing the 
wings to take their first “‘bite’’ into 
the walls of the hole. Continued 
driving not only forces the wings to 
spread into the hard earth around 
the hole but draws the anchor firmly 
against the bottom. 

When the wings are completely 
spread the sound of the blow changes 
to a solid impact of metal against 
metal making the final stage of ex- 
pansion easy to detect. 

Design of the anchor prevents the 
rod nut from turning saving much 
annoyance and allowing the rods to 
be reclaimed. Any strain on the rod 
when the anchor is completely open 
tends to hold the wings in the spread 
position thereby eliminating any pos- 
sibility of collapse. 


Book Pictures New Plant 


A booklet reproducing thirty-odd 
photographs of the new plant, offices 
and personnel, and a ground plan, 
has just been issued by R. E. Upte- 
graff Manufacturing Company, trans- 
former manufacturers, Scottdale, Pa. 
The main structure is more than 500 
feet in length by 50 feet in width, 
and is planned for continuous pro- 
duction. There are two Pennsylvania 
Railroad sidings directly into the 
buildings, and three electric cranes 
facilitate the handling of the heaviest 
Uptegraff transformers. The book- 
let, entitled “A Plant Equipped for 
Building Transformers,” is unique in 
that it is not a catalog, but is entirely 
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devoted to showing the Uptegraff 
facilities for transformer manufac- 
turing. 


Smaller Size Starter 


To meet the demand for an auto- 
matic starter for the smaller sizes of 
polyphase and single-phase motors, 
the Square D Company announces 
the new Size O, Type R, Class 8536 
starter. Maximum polyphase ratings 
are 2 hp, 220, 440, 550 volts; maxi- 
mum single phase ratings are 1 hp, 
110 volts or 1% hp, 220 volts. 

This starter has a vertically operat- 
ing magnet, double break silver con- 
tacts and thermal overload relays. It 
is offered with general purpose, dust- 
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SCRULUGS 
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ENGINEERING CO., INC. 
459 E. 133 Street, N.Y. C. 





tight, water-tight or Class II, Group 
G enclosures; also as a combination 
starter with either disconnect switch 
or circuit breaker; also in the re- 
versing type. 

It supplements the present line of 
Square D vertically operating auto- 
matic starters and has similar fea- 
tures of accessibility of all parts for 
inspection or maintenance. 


New Low Cost Motor Base 


A new, low cost motor base called 
the “Automatic” is announced by 
Ideal Commutator Dresser Company, 
Sycamore, IIll., which automatically 
maintains correct belt tension through 
the action of special high grade steel 
springs. This unique design makes 





it especially suited to short center 
drives. One Ideal ‘Automatic’ mo- 
tor base covers all types of drives, 
horizontal, vertical, or overhead. Op- 
erates satisfactorily with any type of 
load, pulsating, steady or reversing. 

To take up slack in belts from 
normal wear and stretch, it is only 
necessary to give the adjusting screw 
a few turns. The base moves back 
instantly giving the correct belt ten- 
sion. Spring tension holds the motor, 
takes up slack, cushions load shock 
that might otherwise damage motor 
and bearings. 

The Ideal ““Automatic” tension mo- 
tor base is constructed throughout of 
steel. Installation is extremely easy 
since the motor is mounted directly 
on to the sliding plate of the base. 
The complete motor and base is then 
bolted down as a unit. 


Diagrams for Lap 
Wound Motors 
(Continued from page 36) 


is, without group numbers filled 
in. Then any one line lead can be 
selected and traced to a group 
and it may be called group No. 1. 
I‘ollow through this group to the 
rext group connected by a jumper 
and mark it. Then count back to 
the first group in order to deter- 
mine the number of the second 
group. Check through the entire 
phase in this way and mark all 
groups. From this data the schem- 
atic sketch can be filled in and 
then a full connecting diagram 
can be made up. 

When making a schematic dia- 
gram from any strange winding, 
keep in mind these basic rules of 
lap winding connections: 

(1) For two-phase windings ev- 
ery third group (1 and 3 apart) 
belong to the same phase and are 
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of opposite polarity. Also, groups 
1 and 5 apart are in the same 
phase but of like polarity. 

(2) The 1 and 3 jumper when 
used denotes a short or “top to top 
and bottom to bottom” connection. 

(3) The 1 and 5 jumper indi- 
cates a long or “top to bottom” 
connection. 

(4) For three-phase windings, 
every fourth group (1 and 4 apart 
or 1 and 7) are in the same phase. 

(5) The 1 and 4 jumper indi- 
cates short or “top to top and 
bottom to bottom” connection and 
the groups are of opposite polar- 
ity. 

(6) The 1 and 7 jumper indi- 
cates a long or “top to bottom” 
connection and the groups are of 
like polarity. 

Thus with a knowledge of the 
basic rules of a-c lap winding con- 
nections, the schematic diagram is 
a valuable tool for quick refer- 
ence, and for taking rough data 
for use later in making the final 
working diagram. One_ should 
study these diagrams, making one 
or more schematic diagrams and 
from these construct a complete 
connecting diagram. This will 
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_ RUBBER BUSHING 
we 
yn. SEALING COMPOUND 
di- 
n’”’ 
3S, oe 
: Tt: Jobber, who is looking for a quality 
“ line of ground clamps, entrance service 
d cable connectors, cable straps, service heads, 
= ground rods, will find the M & W products, 
“ a fast moving line to stock. 
| The Meter Superintendent, who is looking for 
I~ | a dependable 100% watertight connector for 
x entrance service cable, will find that the M & 
f W connector has several exclusive features, 
| which he will appreciate, since he will have no 
e more meter trouble from water. 


The M & W Watthour Meter Protector is an 
inexpensive device, to protect your meters, 
from lightning surges or overvoltage. 


| H Bulletin S11, illustrates our complete line, 
| | send for your copy. 


| 
™° M & Wire. co., inc. 


i EAST PALESTINE, OHIO 
i E. H. BALLARD, Sales Repr. 
Hy 2165 Stewart Avenue, Atlanta, Ga. 
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YOU CAN PROFITABLY REMEMBER 


It's an easy rule to remember when you come 
to Cleveland. Head right for friendly Hotel 
Carter and you're sure to enjoy your stay in 
this friendly city. 





600 outside rooms. All with bath and circulating ice water. 
3 air-conditioned restaurants. 
EXCELLENT CONVENTION FACILITIES 
Single from $2.75 * Double from $4.00 


HOTEL CARTER 


Prospect near Ninth, Cleveland 
FAY M. THOMAS, President-Manager 
Affiliated with American Hotels Corporation of N. Y. 
J. LESLIE KINCAID, President 
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Automatic Wall Box 











(; 
;s , . @ 10” Quiet Type Blades 


Totally Enclosed Motor 
Automatic, Weather- 
tight Shutters. 
Telescopic Design for 
walls 7” to 24” 

Easy to Install 

Door Operated Switch 
Air Displacement 615 
C. F. M. in free air 
List Price $24.00 for 
7” to 13” size. Slightly 
higher for 13” to 24” 


size. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan, U. S. A. 
Branch Offices: 

W. E. Hopper 
357-59 Marietta St., Atlanta, Ga. 
Geo. E. Anderson 
Santa Fe Bldg., Dallas, Texas 




















HELP 


WANTED 


Sales are mounting on FREDERICK AN- 
THRACITE AND BITUMINOUS STOKERS; 
we need immediately, dealers to represent 
us in good territory still open. Good profits 
assured on this modern, priced-right and fast 


selling line. 


Want details? Clip the coupon to your letterhead 
and mail to get our Stoker Sales Plan. No obligation. 


THE FREDERICK IRON & STEEL COMPANY 


Without obligation, submit to me your Liberal Dealer 


Proposition, 


P. R. R. and Eighth St., Frederick, Md. 





COMPANY 





I 
j NAME. 
| 


ADDRESS 
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provide an easy method by which 
one can soon learn the rules and 
tricks in laying out a-c connecting 
diagrams, and for checking wind- 
ings. 

Next month we will start the six 
pole, two and three phase connect- 
ing diagrams and will explain how 
to check a diagram for correct 
layout. 


Test Procedure 


For Insulators 
(Continued from page 29) 


with other equipment. 

(8) Porosity check. Broken frag- 
ments of specimen shells are checked 
for density and absorptive quality of 
body structure. This check is made 
by placing the fragments in a pres- 
sure cylinder containing a solution of 
fuschine dye in alcohol, and subject- 
ing them to a hydrostatic pressure of 
10,000 lbs. per sq. in. for six hours 
(or 4,000 lbs. per sq. in. for fifteen 
hours). After being removed from 
the cylinder and wiped dry, the frag- 
ments are broken again to expose 
fresh surfaces; these surfaces must 
show no sign of penetration to the 
unaided eye. Correctly fired vitre- 
cus porcelain will usually show no 


absorption even after being subjected 
to pressures as high as 30,000 Ibs. 


per sq. 


in. for 24 hours or more, 









M Oo NEY MAKERS 
mM '&% eS itd 


“Solderless — Tapeless Wire 
Connectors”. Skin Wires — 
Serew On — That's All! One 
size for all common wiring 
joints. Fully Approved— 
Listed By Underwriters’ Lab- 
oratories, Inc. MILLIONS IN 
USE! 


2 “E-Z” WIRE STRIPPERS 
Strip the toughest insulation 
without nicking or cutting 
strands. Models and _ sizes 
for stripping solid or strand- 
ed wires from No. 30 gauge 
to No. 5. 


3 CABLE RIPPER 
For ripping non - metallic 
sheathed duplex cable or lead 
covered cable. Cuts cleanly 
—easily—dquickly. 


4 JOIST BORING MACHINE 
Ends tiresome and dangerous 
reaching. Bores holes at any 
angle—reaches to 11 ft. 
height above floor, bores be- 
neath floor. 


5 FISH TAPE, REEL & 

PULLER 

NOW fishing IS a pleasure! 
You get three tools in one— 
Fish Tape, Reel and Puller 
Keeps tape reeled up—no ex- 
pensive tape breakage — no 
“live” contacts, NEW! 
“Junior No. O”—Price $2.50. 
Easily fits in tool kit. 


SOLD THROUGH JOBBERS 


Electrical Products Division 
IDEAL COMMUTATOR DRESSER COMPANY 
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although porous or imperfect porce- 
lain will result both from under- 
firing (incompletely vitrified body) 
and over-firing (exploded structure). 
The lower and upper limits of the 
proper vitrification range are not 
more than 24 degrees F. below and 
above the correct firing temperature, 
which temperature varies for each 
manufacturing setup and body com- 
position used, but averages about 
2,450 degrees F. Thus it is to be 
noted that the firing conditions must 
be controlled within at least 1% 
plus or minus, and are as a matter of 
fact held to much closer limits than 
that in modern continuous kilns. 

(9) Corona test. Where specified, 
dark room observations of single as- 
sembled units or strings are made to 
determine the minimum voltage (de- 
creasing) at which local corona or 
overstressing of the air adjacent to 
any part of the assembly occurs. 
This minimum voltage may be speci- 
fied in the contract. This test will 
soon be supplemented by radio noise 
influence tests in which the magni- 
tude of the high frequency oscilla- 
tions generated by the insulator at 
various commercial frequency ap- 
plied potentials is measured by a 
radio receiver capacitatively coupled 
to the insulator, and calibrated in 
terms of a standard modulated car- 
rier wave signal. Measurement is 
made in the broadeast range, 550,- 
000 to 1.500.000 cycles. 

(10) Mechanical time load test. 
(Not to exceed %% of contract). 
Assembled specimens in strings of 
convenient length are subjected to a 
tensile load amounting to 60% of 
the combined mechanical and elec- 
trical strength rating (in this case 
60% of 15,000 or 9,000 pounds) for 
an unbroken 7-day period. They 
must be mechanically and electrically 
intact at the end of this period as 


evidenced by a final flashover test. 
(11) Mechanical impact test. 
Specimen assembled insulators (not 


to exceed %% of the contract) are 
given a rapidly applied impact blow 
on the outermost edge of the skirt 
while under a tensile load of 2.000 
pounds, the blow being applied by 
means of a copper nosed, weighted 
pendulum bob having a kinetic ener- 
gv of 75 inch-pounds at the instant 
of impact. Insulators shall remain 
physically and electrically intact. 


Trial Installations Test 
New Wiring Methods 


(Continued from page 22) 


veloped between the bare neutral 
and metal conduits, indicating 
that straying currents were neg- 
ligible. 

The party found C.N.X. cable is 
Leing used for residence wiring 
in Buffalo and that the Niagara 
Hudson Company recently had re- 
wired its building, using bare 
neutral, and in addition, loaded 
the conduit fill to 55%. 

The party, which was composed 
of Mr. Muller, representing the 
city of New Orleans; Ben Z. 
Segall, representing New Orleans 
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Public Service and the Electrical 
Association, and George Welman, 
representing the Rating Bureau 
and the Association, made the trip 
under auspices of the adequate 
wiring committee of the Elec- 
trical Association. 

They submitted a report on 
their findings at a meeting of the 
committee, of which W. E. Clement 
is chairman, held August 15. 

The report was enthusiastically 
received, especially with reference 
to the extensive adequate wiring 
work found at Omaha, Neb. Ex- 
tensive adequate wiring work is 
being done there as a means of 
providing greater conveniences 
and toward reducing fire hazards 
and consequently the insurance 
rates, the committee reported. 

The New Orleans Association is 
making adequate wiring its princi- 
pal objective for 1939 and has 
induced many contractors to com- 
ply with standards set for this. 

It is sponsoring construction of 
several demonstration “adequate 
wiring homes.” One of these has 
been completed, but has not been 
opened pending completion of pav- 
ing of the street on which it is 
located. Another toward the lake- 
front is nearing completion and 
will be opened shortly. 


SUPERIOR 


SERVICE 
INSULATORS 





Wire Holder Insulators in 
various heights, diameters, 
and hole sizes . .. ecad- 
mium plated screws, leaded. 
Also double and triple types 
of House Brackets .. . cad- 
mium plated bolts, cork 
washers and hot galvanized 
plates. 


WRITE TODAY for latest 
bulletins and low price lists. 

















SUPERIOR PORCELAIN CO. 
Box 669 Parkersburg, W. Va. 
ELECTRICAL 


ESTIMATE BLANKS 
Time Sheets, Job Tickets, and other useful 
printed ferms for Electricians our specialty. 
Reasonable prices which include delivery. Prompt 
attention to inquiries and orders. Write for free 
samples. 


L. FINK & SONS, Specialty Printers 


134 Elm Ave., Laurel Springs, New Jersey 








MANUFACTURERS REPRESENTATIVE 
covering Southeast States needs addi- 
tional lines. Reply to Box 62, care 
ELECTRICAL SOUTH, Grant Bildg., 
Atlanta, Ga. 
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Do You Know ? 


the proper method of making connections for a 
polarity test on a three-phase delta connected 
stator? How to lay out armature windings of the 
split-loop type The theory of operation and the 
many types of circuits utilized in capacitor-type 
split phase motors? Methods of reversing rotation 
of a-c and d-c motors? How to eliminate brush 
troubles? Select the best type of varnish? 


The answers to these and many other 
practical problems on motor repair 
will be found in Jack Beater’s new book 


“Motor Rewinding 
AND 


Testing” 


Att PHASES of motor rewinding, repair and testing are 
discussed in this new publication from the practical 
man’s point of view. The author, an experienced motor 
rewinder himself, has the knack of explaining difficult prin- 
ciples and methods in simple, non-technical language. 


Although this book was prepared primarily for the beginner 
in motor rewinding work, it contains a great deal of practical 
information that will be found of value even to the “old 
timers” in the trade. A special feature of the book is the 
section devoted to the design of tools and equipment useful 
to the motor rewinding shop. 

A glance at the chapter headings demonstrates the scope 
of this valuable book: Practical Motor Tester Panel, Handy 
Tools for the Motor Shop, Time Saving Coil Winder, Armature 
Testing, Testing Stators, Classification of Motors, Split Loop 
Windings, Loop Windings, Fan Motors, Automotive Armatures, 
Rewinding Small Polyphase Motors, Capacitor Motors, Brush 
Troubles and Their Remedies, Insulating Varnishes for Elec- 
trical Work. 


SPECIAL OFFER — “Motor Rewinding and 
Testing” may be obtained with a 3-year sub- 
scription to ELECTRICAL SOUTH for $2.50 
or a 5-year subscription for $3.50. Take ad- 
vantage of this special offer while it lasts. 
Write today to 


ELECTRICAL SOUTH 


GRANT BLDG., ATLANTA, GA. 








SOMETHING NEW IN RESISTORS 


NEW VITROHM, the enamel now used in 
the manufacture of all Ward Leonard Resis- 
tors, has a crazeless structure that has been 
tested and proven to more than meet the re- 
quirements to withstand humidity, mois- 
ture. and immersion. Available in all sizes 
and types. Write for full information. Ask 
for Resistor Bulletin 11. 


WARD LEONA RD 
ELECTRIC COMPANY 


37 South Street, Mount Vernon, N. Y. 


Southern Representatives: 


Mr. John S. Clark Cc. B. Rogers Brance-Krachy Co., 


P. O. Box 143 Zahner Building 1411 Navigation Blvd. 
Station A 1000 Peachtree St., N. E. Houston, Texas 
El Paso, Texas Atlanta, Ga. A. L. Pollard 
Electron Engineering Co. Mr. Allen Stanwix-Hay P. O. Box 1452 
1811 Mason‘c Temple 2132 Myra St. Knoxville, Tennessee 
New Orleans, La. Jacksonville, F’orida 
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: Double Opportunities for Profit 


SELLING AND INSTALLING 
AUTOMATIC 
POULTRY TIME SWITCHES 
for Poultry House Lighting 
Sa 





Every poultry raiser has been sold on the 
idea of using lights in his poultry house 
during the winter to increase egg produc- 
tion and profit. They all want Time 
Switches! SELL THEM! CASH IN ON 
THIS PROFITABLE MARKET. 


Five Models—$3.95 to $18 


With and without “dimmer” circuit. 
All-electric or manually wound. 





Write for Information. 


Automatic Electric Mfg. Co. Mankato, Minn. 
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HOME-BUILDERS 


. are a rich market during 
fall and winter months for this 
new Coolair attic fan. Easy to 
sell and install along with other 
electrical equipment. New 
built-in springs, 5 year 
guarantee. Fatten your winter 
profits selling Coolair fans. 
Write today for big, FREE 
catalog containing sales ideas. 











NG /SAT TIES oh all: CORPORATION 
Manufacturers . . . » JACKSONVILLE, FLORIDA 
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The Advertisers’ Index is published as a convenience, and not as a part of the advertising contract. 
Every care will be taken to index correctly. No allowance will be made for errors or failure to insert. 
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All-Steel Equip. Co., Inc. 
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American Coolair Corp. 
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Columbia Steel Co. 
Colt’s Patent Fire Arms Mfg. Co. 
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